. 
. 
. 
. 
. 
. 
- 
+ 

’ 


eeeeeeeevoeaeeeeeeea eee eeaeeeneere 


eeeeseeeeeeneeee 
eee eeeeeeeeeeeeeeeeeeeeeseeeeeeseeeseeeeseeeeeeeseseeeeeeeeeeeeeeneseed eeeeeeeeoeaeeee ee eee eeee eee eeeee 


eeeeeeeeeeeeeeeeeeeeee ee ee 


Advertisin Age 


THE NATIONAL NEWSPAPER OF MARKETING. 


Entered as second-class matter Jan. 9, 1932, at the post office at Chicago, IIll., under the act of March 3, 1879. Copyight, 1944, 


WWE, Puriications, Inc. 


October 30, 1944 


Senei Rececl 10 Cents a Copy, $2 a Year 


KOouC h Proofs 


Mildred Webster, who is resign- 
from the National Industrial 
vdvertisers Association after 12 
‘ars’ service, denies that she is 
‘ing so to create more Republi- 
propaganda. 


7 ja. WF 


R. L. Duffus, the Nation’s Busi- 
ess philosopher, says he can 
vatch a professional baseball game 
vithout caring which team wins. 
"his may be good philosophy, but 
sn’t fun. 
v 3 


“Advertising ‘Goes to War’” is 
, chapter heading of “The Adver- 
ising Smoke Screen,” which seems 
o have some doubts on the sub- 
fect. Well, $600 million worth of 
t did, anyway. 


V3 ¥ 


Bill Benton, your old advertising | 
riend, now vice-president of the | 
has gone | 
He wants | 


Iniversity of Chicago, 

academic in a big way. 
provide “subscription” 

yithout commercials. 


7, YF F 


Now that the two brewers’ asso- 
ations have merged, to present a 
nited front to the drys, they 
iould take steps to see that not 
ven the driest of the latter get 
iy of the 72 million barrels of 
1e amber fluid now produced an- 
ually. 
a i 


Gladys the beautiful reception- 
ays she sees John Knight has 
ought the Chicago Daily News 
id he must have been pleased to | 
earn that it is published in the | 
vening. 
v ¥. ¥ 


Piper Aircraft Corporation is 
gong to run some advertising 


howing how easy it is to fly a| 


Piper Cub, but what the amateurs 
want to know is what happens 
vhen it stops flying. 


, * 


age a Helps Build Newspaper 
landers Told.’ — Headline 

Be ERTISING AGE. 

Then what’s all the shootin’ for? 


~~ = © 


Elon Borton hears some large 
agencies don’t care to handle mail 
ier advertising, but then prob- 
a0ly none of them has been offered | 

€ Book-of-the-Month Club ac-| 


oe) 


_ The Prudential Rock of Gibral- 
till a very effective adver- | 
idea, insurance people say, 
e€ company no doubt thanks 
n _ Churchill for keeping it 


wie 


government already lok 
billion dollars’ worth of 
property, with sales lag- 
Vashington reports. Uncle 
y have to appoint an ad- 
‘ manager, after all. 


= =] 


tising manager’s job for 
ipany takes all my day- 

, but you can have my 
’ says a classified adver- 


his present boss would 
to buy them, 


=~ = 


that Notre Dame has a 
a boy named Bob Kelly 
the mail, some of its ad- 
ink the team should be 
e Fighting Irish. 


Copy Cus. 


radio, 


Exciting News! At last you 
can stride with pride. Yes, Whittemore's war-time 
shoe polish discovery — the polish used by millions 
of men and women in our Armed Services — is now 
available in quantity for civilians. Here's « polish 
that really does something for your shoes 


pogan pnt ai 


fia" 


Whillemores Dhoe dishes q igpevior 


FOR GENTLEMEN'S BOOTS on™ SHOES 


STARTS SERIES—Whittemore Brothers 
Corp., Cambridge, Mass., launched a 
| Newspaper drive in New England for 
its Bon Ton shoe polish with this 800- 
line copy, which will be followed by 
weekly 200-line insertions. Badger & 
Browning, Boston, is the agency. 


McClintock and 
Kobak Resign 
Network Posts 


New York, Oct. 26.—The si- 
multaneous resignations this week 
of Miller McClintock as president 
of Mutual Broadcasting System, 
and of Edgar Kobak, as executive 
vice - presi- 
dent of the 
Blue Network, 
was the sub- 
ject of much 
speculation in} 
radio and ad- 
vertising cir- 
cles. Mr. Ko- 
bak, it is ru- 
mored, has 
been ap- 
proached by 
Mutual to take 
Mr. McClin- 
tock’s place. 
However, nei- 
| ther executive has given any defi- 
| nite indication of his future plans. 


Edgar Kobak 


1942, Mr. McClintock was execu- 
| tive director of the War Advertis- 
|ing Council, a position he took in 
| 1942 after resigning as director of 
|the research division of the Can 
Manufacturers Institute. His en- 
| trance into the advertising field 
(Continued on Page 55) 


Ford’s $150,000,000 


_ expansion plans. 
‘Postwar 
| Page 50. Other features: 


See 


Ad-libbing 12 
Editorials 12 


Feature Page 4\ 
Getting Personal 34 
Information for Advertisers 12 
In Washington . 38 
Obituaries . 57) 
Photographic Review 59 
Private Lines 20 
| Rough Proofs . | 
| Voice of the Advertiser 28 | 


Directors Want 


Council Continued 
After War Ends 


Cite Big Advertising 
Jobs to Aid Nation 


During Transition 


BY LAWRENCE M. HUGHES 


| New York, Oct. 26.— Directors 
‘of the War Advertising Council 
| are expected to issue soon a state- 
ment recommending that the Coun- 
cil’s work be continued not only 
through both the European and 
Asiatic wars but at least through 
| the transition period afterward. 
| The experience of the Council in 
|helping the government 
|many difficult home frent prob- 
|lems in the last 30 months, it is 
|said, should be available to the 
|government and the people in 
| meeting such problems as _ re- 


|habilitation of servicemen and the | 


| fight against inflation. 

| Through the Council’s wartime 
work, it is explained, government 
officials and the people as a whole 
have developed greater respect for 
| advertising as a social as well as 
| an economic force. 


Opinions Are Asked 


Earlier this month, ADVERTISING 
AcE sent the following letter to 
directors of the Council: 

“President Roosevelt expressed 
to National Publishers Associa- 


| tion, meeting recently at Skytop, | 


|Pa., his hope that ‘public service 
advertising,’ as developed in the 
war largely through the War Ad- 
vertising Council, ‘will continue 
| to be available to government and 
the American people during the 
difficult period of postwar read- 
justment.’ 

“Addressing that meeting, A. E. | 
| Winger of Crowell - Collier Pub- | 
lishing Company, a director of the 
| Council, urged that ‘we... exam- 
|}ine most carefully the possibilities 
of keeping this great public service 

(Continued on Page 36) 


meet | 


Long-Awaited FTC Report 


Wa 


on Advertising Is Released 


| Includes Detailed 


fr WIVES GET WISE ro: TO THIS BETTER WAY TO / 


Fl COOKING C ODoRs 


+ FISH + CAULIFLOWER + CABBAGE + TURNIPS + ONIONS 


Analysis of Budgets 
of 2,700 Companies 


| A complete and detailed re- 
| port on the long - awaited FTC 
| analysis of advertising and sell- 
ing costs of American industry 
appears in this issue, with espe- 
cially vital tables on Pages 2 
and 44, In addition to the 
principal story detailing the 
findings which appears here, a 
story analyzing the media pref- 
erences of various types of man- 
ufacturers appears on Page 48, 


ello Glo. 


At wrocery hardware, deve 
ot tae ee we 


Dem remers he cap ond pull wp the wick 


MONTH'S SUPPLY 5% hte 


NEW DEODORANT—Household Prod- 


By STANLEY E. COHEN 
Washington, Oct. 27. 


Last Minute News Flashes 


Plymouth Division to Use 
| Detroit, Oct. 


through Grant Advertising, New 


on oO iS.| the Sunday comic sections of leadi 
Prior to joining MBS later in| 


use of comic strips in the history 


wartime girl assistant, 
account remains with N. W. 


Larus Resumes Chelsea Magazine Advertising 


| Richmond, Va., Oct. 27.—Larus 
| three-quarter page color insertions 
|of the year in Life, Collier’s and 


magazine advertising since last December. 


zine schedule and a general outd 
year. Chelsea radio program, Guy 


| heard Saturday nights on the Blue Network, continue Warwick & The 
Planning,’ 


Legler is the agency. 


27.—Plymouth Division of 


alities featured will be Chuck Carson, 
Jerry Doyle. 
Ayer & Son. ity of 


Bu and an exceptior ‘ interestur 
ucts Corp., Stamford, Conn., has joined " E ually interesting 
+ : , = 
test series in upstate New York and | ing industry report, with partic- 
ee ee age — ular reference to cooperative 
° er-INU. uane ones °. ew . e 
’ _manufacturer - retailer advertis- 
B Bi it . 
y U The long- 
s & P :—s 
X n in in sion report on advertising and 
' | soteing expenditures of 91 major 
| industries, which will be released 
Names Buchanan the most detailed factual analysis 
is advertising and selling expenses 
of American industry ever made, 
|Biscuit Corporation, which re-| activities of more than 2,700 im- 
cently added household and drug} portant manufacturers in 91 in- 
products and cosmetics to its long- | dustry classifications. 
|allied food lines, is working out| marily on material collected cov- 
| details with Buchanan & Co., New | ering the peacetime year of 1940, 
| York, of a national newspaper and | gives detailed breakdowns of the 
promote its new products. | vertising and for sales expense by 
Announcement was made a few leading manufacturers in most im- 
| weeks ago by Burry of formation | portant lines, and statistical charts 
Company and Lucident Company, | report. Significantly, however, 
|The former, whose president is|FTC’s comments on the findings 
| (Continued on Page 57) |deal very largely with the pros 
| joint promotional activities. Sens- 
jing a “distinct trend” away from 
straight national advertising to- 


the parade of air fresheners with a | Story from the unreleased cloth- 
York, is the agency. . : 

ing practices, appears on Page 

awaited Federal Trade Commis- 

|for publication Monday, contains 

Elizabeth, N. J., Oct. 27.—Burry | covering the advertising and sales 

|established specialty baking and| The lengthy report, based pri- 

| magazine advertising campaign to| percentage of sales spent for ad- 

lof two subsidiaries, Poly -Clene| and tables comprise much of the 

and cons of manufacturer-dealer 

ward dealer-aid programs, the 


Sunday Comic Sections | FTC devotes more than two-thirds 
Chrysler Corporation of its comment to this important 
<h ‘ ’| subject. 


York, is planning a campaign in 
ing newspapers, said to be the first 
t « fam adware 5 Yarc _ 
- 5 Mae ee or A, subject of strong appeal to 
“ms ’ “!|FTC lawyers and economists who 
The balance of the Plymouth | have already challenged the legal- 
several such manufacturer- 
retailer arrangements, sales pro- 
grams involving close harmony 
& Bro. Company will run half and at bedi or meeranes 3 er 
for Chelsea cigarets for the om ee hewn aes Fesaliers 60 
; ae 4 vertising were accepted by the 
Liberty. This is the first Chelsea| Commission as a logical develop- 
A more extensive maga-|ment, particularly in high priced 
or Campaign are planned for next} items, where dealer good will is 
Lombardo and his Royal Canadians, | |mportant. 
Commission said that in 
certain lines, especially commodi- 
ties handl ed by department 


+ 


Co-op Advertising Discussed 


balance 


Railroad Association to Spend $1,000,006 oe ene oe ee 


Washington, Oct. 27 
nearly $1,000,000 in its 1945 camps 
throug Arthur 
will be decided by the cor 
Chicago about Dec. 1 


Bon Ami Shifts Account to 

New York, Oct. 27.—After 41 yea 
Compiny, New York, has transfer 
ten, Barton, Durstine & Osborn, 


business papers, 
theme 


Sherrill will be account executive. 


have not been made. 


Association of American Railroads will 


to pi iduce more sales per manu- 
pend facturer’s dollat t in f na 


ilgn in magazines, { 1} papers and | However, in an otherwise we 
; : doarumented cit +} 
Kudner, Inc., New York. Copy are un ¢ . ; 
. r x ‘ t 
nmittee in charge at a meeting in| ~~” ; 
I rm é RT = 


BBDO clothing trades, v led it t 
re wi ‘, Puck ale > conclude that tie-ins, with all their 
rs with McCann-Erickson, Bon Ami | | wait +? 
red its advertising account to Bat- | “5° 
effective mediately 
Plans for handling the 


Leicester | pole in future merchandising ef 
account | forts. The Commission review 


the dealer aid programs of a wide 
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| Advertising Age, October 3), jy 


: : sain reve : i isl i |to excess by manufacturers or 
variety of industries, and revealed | Proportions of total combined advertising expenditures made |to © _by : 
that $18,900,000 of $71,490,000 | by 548 manufacturers for specific types of advertising in 1939. | distributors of a particular prod- Ford, Goodyear 


> advertising i ‘ ’ 5 <ers distributors 
spent for advertising in 1939 Went | (Prom FTC Report.) spentfor (of substitute products, its effect Change Formats 

d another $4,500,000 into joint | a s may be to increase distribution 
caeentiatiad | “nee rn expenses, ee may Me. of Network Shows 

Sees Many Perils Type of Advertising Number Total Amount Total Shaker Pm te nn New York, Oct. 26.—F\ Met 
esting Fas y'<'.9's85 142 25.9 $13,099,870 18.3 | DENSE Dees or eyed profits On|Company, Detroit, is planning’ 

From its experience in enforc-| National Magazines .......... 168 30.7 12,434,843 17.4 | FPS Shouse oid manufeecturers of | discontinue the five times weer U 
ing the Robinson-Patman anti- | Newspapers RRO: 269 49.1 10,897,442 152 m9 = land manu “oa ge of 8:15-8:36 Pp. m. News pro a | 
discrimination act, FTC comment- | njiscellaneous ........------- 232 = 42.3 9,481,527 13.3 | OF ee i> public demand to thig|the Blue Network, substitutin,. 0s 
ed that such arrangements, orlgi~ | waterial Furnished Dealers... 311 56.8 9,303,877 13.0 | eran ene euch an extent that |half-hour musical ‘show Frit 
nally adopted to insure unity 1M | Outdoor Posters ..........+-. 142 25.9 5,246,951 te ee ee oe be radically |nights on the Blue, while Go 
promotion of a brand-name prod-| Joint Advertising ............ 173 31.6 4,545,779 6.4 he ee s may be radically year Tire & Reber C = 
uct, may eventually be exploited | nirect Mail .............+++. 311 56.8 4,077,059 Oe ae ge ne es haven hae eneUeeE * new 
by either the manufacturer OF) Trade Journals ..........---- 272 = 49.6 1,859,076 2.6 tee ttudy of the advertising |gram on Mutual, starting Nov.» 
dealer as “a ye ome oe Indoor Posters ...........-+. 30 5.5 552,183 (SS ee leading ine |after it drops ‘its current Ny 
ing,” until all members of tne in~ _—— ———— uel ver “ee eries, ‘“‘Melod Round 1 

try : ake similar Rete dustries, which led the FTC to|§ , sagged up wi 
ee So a ak ta price | Total (54) Manufacturers). a tlc observe that sales costs are fre-|Andy Devine. 


|quently higher among those who| The new Ford show, cetails , 

When tie-ins become general in| and effective means of appealing | report said. “Its effect when used |are small advertisers than among which er 3 aoe = been ay 
an industry, they may eventually | to consumer interest and thereby | to publicize a particular manufac-|the more prominent buyers of 8-8: 30 » Wi EWT The te Frida 
raise prices to a point where dis-|of selling goods.” It noted that/turer’s product or a particular | space and time. e thi Dp. meee ‘Il be e jatter he 
tributor-controlled, non-advertised | advertising is used to _introduce merchant’s business, may be | “In its basic purposes and re- 10 hen Bri tol-M vacant No 
brands come into the market, and| new products, or maintain interest | merely to shift consumer demand | sults, advertising generally, though when Bristol-Myers Compan 


advantages to big buyers. 


» & 3 : . , Lensmet , ie New York, drops “The Park 

, advantageous pricing, | in established brands. from one brand to another, or|not invariably, is a cheaper sub-| 7°", *0'*» ; . 2 ate 
macy oi “ - gry of the sews ‘Both Sides’ from one merchant to another | stitute from the seller’s viewpoint |Family.” Change will give 
strongly promoted national brand | Reviews aces without increasing the volume of|than personal salesmanship,” the | three musical shows on the Bh 
goods, the report says. “In introducing a new product, | goods sold. Commission noted. Supporting this | the other two being heard Satu 


, “it : : : ‘ fathead : : | day and Sunday at 8 p. m., EW 
7 advertising as an in-| it may present to the consumer an Advertising may be informa-|statement, it produced. figures . » EV 
stitation FTC shonrvel (abt “ad- | entirely: new or more effective itive, truthful or deceptive, attrac- | which indicated that regardless of Agency is J. Walter Thomps 


: 4 : . POR ol ” l4s., sa sna Company, Chicago. 
vertising is a firmly established|means of satisfying wants, the | tive or repulsive, and when used | (Continued on Page 44) Gaaiucke’s aan. program, to } 
=< heard on 67 Mutual stations, Tue 


day, 8:30-9 p. m., EWT, will fed 
ture Roy Rogers, Republic Pig 
tures cowboy star, and the singi 
group, “Sons of Pioneers.” Proj 
ucts promoted will be Goodye 
heels and soles, with the agency; 
charge, Young & Rubicam, Ne 
York. 


Manhattan Names CBS Show 


Manhattan Soap Company, Na 
York, has announced the corre 
name of its new five times week 
soap opera series starting on ! 
CBS stations Nov. 20 to be “T 


* METAL : Strange Romance of Evelyn Wit 
TAL a bg ig be oe 
ME W 0 R K | N G 5:30 p. m., . Agency is Dua 


Semler Signs MBS News Sho 


“ny ) R. B. Semler, Inc., New Yor 
NW sponsor of thrice weekly quarte 
hour news by Gabriel Heatter 


PRODUCTION typ Men Jones Company, New York. 


4h, MBS for Kreml hair tonic a 
Wy yy shampoo, on Dec. 4 will present 
Y 4 second news program for tho 
oY, products on the full Mutual ne 
“Uy, work, Monday through Friday, 

C4 noon to 12:15 p. m., EWT. T 


| newscaster to be featured has n 
yet been selected. Erwin, Was 
& Co., New York, is the agengq 


yy Knight Named President 
v of ‘News’ Company 
Y John S. Knight, president 
Ce Knight Newspapers, Inc., who % 
cently purchased control of | 
Chicago Daily News (AA, Oct. 2 
was elected last week as preside 
and publisher of Chicago Dai 


News, Inc. 
Other officials named by the ¢ 
rectors of the company inclu¢ 


J. H. Barry, vice-president 
general manager; James L. Knig 
vice-president; L. E. Aldr 
vice-president and treasurer: 
Blake McDowell, secretary; E. 
Barnes, assistant treasurer; J 
F. O’Keefe, business manager 44 
assistant secretary; and A. &. Ha 


IN MORE THAN 30 BRANCHES inet somes 
OF THE METAL INDUSTRY Rohde to Anfenger 


Harvey L. Rohde, rece: 


The METALS REVIEW is the metal man’s dial. He must keep abreast, yet charged from the Navy 4 
there's not time enough in the world to read the hundreds of articles, ay Fo: account execut 
‘ . M. Mathes, Inc., New 
talks, books, new literature, new product material and new catalogs that. joined Anfenger Ad 
flood the metal industry every month. Agency, St. Louis, in 
So he looks to the METALS REVIEW to select those items of special capacity. 
interest to him. His interest is regular, definite, genuine and advertisers 
have found that interest highly responsive. Their investments in it are 
paying dividends. | zi hey a ll R/ 4 
Space in the METALS REVIEW is still available. Use it to tell your story —s 


to the metal expert at the time he is looking for new ideas! PLASTICS Wi R| 


in the plastics industry. Ciro" 
THE 25,000. Estimated read« . 


70,000 men with a pra 


ail \ THE MONTHLY SURVEY AND DIGEST OF WHAT’S-NEW IN METALS terest in plastics. 
. “’ 
eo ae POST WAR (7 Wil BE 
: 7301 EUCLID AVENUE « « e CLEVELAND 3, OHIO “, 
A. P. FORD DON HARWAY CHESTER L. WELLS DI ASTICS W ll 
7301 Euclid Ave., Cleveland 3 816 West Sth St., Los Angeles 13 1) West 42nd St., New York 18 hha 
Endicott 1910 Mutual 8512 1 toni 4-2713 | penetra ef . 
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It’s easy to see the differences between the these more ambitious young women seek the 


verage and the above-average Wage Earner kind of stories and articles that helped them 

amilies. improve themselves,their homes,their families. 

One look at their homes, or their neigh- Personal visits to the homes of these readers 

| A] orhoods, will tell you at a glance which have proved repeatedly the special ability of 
1es encompass the younger, better-lived, Macfadden Women’s Group editors to win 

- ore secure Wage Earner housewives. and hold this important audience. And the 
U Al And it’s easy to understand why. Just as substantial investments in this big market by 
ie editors of Macfadden Women’s Group America’s leading advertisers further confirm 

gs agazines sought out this stabler segment of the importance of these better Wage Earners 

: e Wage Earner population — so, too, did today and in the postwar days to come. 


MACFADDEN WOMEN’S GROUP 


TED FOR THE “Beller Ha 


-” OF YOUNG WAGE EARNER AMERICA 
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View Ist Quarter 
Paper Prospects 
’ Le Bel ' 

as ‘Critical 

Washington, Oct. 26.—Newspa- 
per and magazine industry repre- 
sentatives were warned by WPB 


officials this week that uncertain- 
ties in the war have created new 


|are found, or military and export 
needs remain in check. 


| products 


threats to the nation’s paper sup- | 


plies, with the situation described 
“as less definite than any time in 
the past.” 

While it is too early to plan for 
paper allotments for the first quar- 
ter of 1945, officials here foresee 
a critical situation with the new 
year unless larger supplies of pulp 


Pulpwood receipts for Septem- 
ber continued slightly above last 
year, but they are expected to | 
taper off during the remainder of | 
1944. Moreover, the WPB forest | 
bureau has_ issued a | 
warning that production efforts | 
paper industry is to meet 1945 re- | 
quirements for military and essen- | 
tial civilian users. 


Military Needs Undetermined | 


needs for pulp for nitration pur- 
poses will decline. Even if the 
campaign should be concluded be- 
fore the end of the year, they 
believe there will be considerable 
lag before the effect of cutbacks in 
the nitration program can be felt 
in production of paper. ¥ 


| newspaper 


| Under existing conditions, pro-| 
must be increased if the pulp and | duction of book papers is currently | 


below demands. 

To avoid a cut during the fourth 
quarter of this year, for instance, 
publishers had to agree to draw on 
inventories. Unless sufficient pulp 


At this point, military demands | is available at the beginning of the | 


for the first quarter of 1945 have 
not been determined. Unless new | 
supplies are found abroad, how- | 
ever, officials are speculating on | 
the need for further adjustment in | 
paper allowances. 

If the European war continues | 
through the winter, officials see | 


year so that enough paper can be 
made to fill orders, publishers will 


problem. At the meeting of their 
industry committee, stress was laid 
on relaxing of restrictions rather 
than additional curtailment. 

Discussing V-E Day plans, the 
publishers suggested 
that restrictions be lifted gradu- 
ally and entirely relaxed when the 
newsprint supply equals 1941 con- 
sumption. They urged that addi- 
tional pulp be supplied for paper 
making as soon as the war per- 
mits. 

There is apparently little pros- 
pect that domestic pulp supplies 
can be increased enough to over- 
come the shortage in book paper 
production. However, WPB hopes 


have to decide whether they can| that some pulp may be available 


afford further reduction of their 
inventories, or whether it would 
be better to take another cut of 
perhaps 10%. 


in Sweden or elsewhere, which 
will ease the pinch. 


Such speculations, unfortunately, 


|are chiefly in the realm of “if,” 
The newsprint situation is|because there is no information 
little possibility that military | slightly better than the book paper | about such prospects. Pulp sup- 


time, 
the dit 


APITALISM 


THE CREATOR 


Published by The Macmillan Company 


7 7 i 


related as lock and key. 


advertised in their pages are more than an offer of sale 


‘More material economic progress has been made in the last two centuries under free, 
individual capitalism than in the preceding five thousand years of recorded history.” 


In CAPITALISM THE CREATOR, Car] Snyder, the brilliant profes- 
sor of Economies at Cornell, proves the above statement to the hilt. 
In an epoch when its detractors sneer at capitalism and even its de- 
fenders apologize for it, Dr. Snyder in this remarkable book takes the 


offensive. He cuts through propaganda fables to the core of reality. 


Capitalism, he shows, is a dynamic system. It makes two blades of 


grass grow where only one grew before. Its very life depends on 


constant and energetic expansion — on creating more and better 
goods for the masses. 


It is when this urge to expand is stalled or thwarted that Capitalism 
the Creator is most vulnerable to its natural enemies — the bureau- 
crat, the collectivist, the political demagogue. It is then that our 


society is subject to the fevers of unemployment and social unrest. 


Clearly, therefore, whatever contributes toward an expanding econ- 
omy is vital to the health and vigor of our society. The creating of 
tastes and wants is as important in our scheme of things as the 


creating of goods and services. Demand and supply are as closely 


And it is here that magazines play an important role. Products 


they 


enlarge the horizons of taste for millions of readers. In stimulating 
an urgent desire for your goods you are contributing directly toward 


the maintenance of a free, vigorous, expanding capitalism. 


THE HILLMAN WOMEN'S GROUP 


REAL STORY -» MOVIELAND - REAL ROMANCES 


HILLMAN PERIODICAL BUILDING * NEW YORK CITY 


iston of tncome, and the emergence 


of political and econ 


This is the second of a series of advertisements discussing the great books of our 
which concern themselves with social problems: government and business, 
of the great middle class to a position 
ymic importance. 


Advertising Age, October 3) jy 


|plies in liberated territories 
| very bad, and reports say 


| Germans are destroying, 


Stocks as they retreat in Ollang 
/DECLARE PAPER HOLIpDAy 

Minneapolis, Oct. 25.—The , 
gional office of the War Prog, 
tion Board announced toda, the 
45 Minnesota cities and towns ip 
cluding Minneapolis, St. Paul's, 
Duluth, have declared paper hygj 
days for the duration of the ya 


Chambers of commerce, ly 
eon clubs, women’s organiza 


of the paper conservation divigi 
of the Periodical Publishers y, 
tional Committee, governmes 
agencies, newspapers and ott, 
local groups are cooperating 
driving home the necessity 
saving paper. a 
Both WPB and PPNC have sey 
out educational material and sy 
gested editorials and advertig 
ments to civic groups, retail ag 
commercial organizations, man 
facturers and newspapers throug} 
out the state. Cooperation amo 
all these groups is said to ¥ 
“splendid.” 
R. E. Grimes, regional salvag 
manager, cited the case of of 
chain organization— Fanny Fa 
mer Candy Shops, which has a dig 
trict office in Minneapolis—whig 
found that the paper holid 
worked to its advantage from { 
advertising standpoint. Willig 
Tuma, Minneapolis superintende 
for the stores, said he believes cy 
tomers carrying unwrapped box 
of Fanny Farmer candy give t 
product a great deal of good w 
advertising. 


Canadian Groups Form 
Joint Paper Board 


A joint executive board to re 
resent the pulp and paper indy 
try in Canada in matters comm 
to the industry’s two establish 
trade associations has been form 
by Canadian Pulp and Paper As; 
ciation and Newsprint Associati 
of Canada. 

Charles Vining of Newspri 
Association will act as chairm 
of the board and E. Howard Sm 
of the pulp and paper group ! 
been named vice-chairman. Memm 
bership will be divided equa 
between the two, which represe 
more than 98% of all pulp @ 
paper producers in Canada. 


Mildred Webster 
Leaving NIAA 


Mildred R. Webster, for the pa 
12 years headquarters secretary 
the National Industrial Advert 
ers Association, Chicago, has % 
signed, effective Dec. 1, to take 
position on the West Coast. 

During her tenure the associ 
| tion has expanded from 400 
| 2,600 members. She holds a jj 
| membership in the association, ! 
|successor has as yet been q 
| pointed. 


‘Nat'l Biscuit to McCann 

National Biscuit Company, N 
York, has appointed McCall 
Erickson, New York, to handle # 
| Nabisco Shredded Wheat @ 
|Shreddies accounts, effective J4 
1. Federal Advertising Agen¢ 
New York, formerly was 4 
)agency. Details of the 1940 call 
paign have not been completed 


To Drop January Ads 
| Paid advertising will be elim 
nated from the January ue § 
| Automotive Digest, Cinc 
a paper conservation 
The issue will be devote » a 
torial and technical matte 


A” 
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Hail to the Bureau of Aeronautics of the U. S. Navy for the development of 
synthetic training devices which have contributed so much to the safety of 
our aerial forces in training and to their effectiveness in combat—not only in 


Naval Aviation, but also in the Army Air Forces. . . .In the engineering, develop- 


\ ‘ , es ‘ 
ment and application of these devices, it has been our proud privilege to assist. 
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films * Group Presentations and Showings * Commercial Motion Pictures 
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Financial Admen 
Urged to ‘Sell’ 
Public on Banks 


Chicago, Oct. 26.— Active par- 
ticipation by banks and other 
financial institutions in a “selling 
war,” to begin after the shooting 
war ends, was urged by speakers 
at opening sessions of the Finan- 
cial Advertisers Association in 
convention here this week. 

E. S. Patterson, president, First- 
Central Trust Company, Akron, O., 
told a luncheon meeting that banks 
should follow the lead of industry, 
which is making ever greater use 


|of research 


facilities to discover | 
better raw materials and methods 
of manufacture, and set up re-| 
search departments to study ways | 
in which better to serve their cus- 
tomers. Mr. Patterson said there 
should be aggressive selling of the 
bank’s services to small industries 
so that they would not have to 
turn to government agencies, and 
he advised the use of a sales man- 
ager for a bank. “It would be his 
job to organize, deputize and sup- 
ervise all selling functions of the 
bank,” he said. 

That banks and financial insti- 
tutions could be a powerful in- 
fluence in creating postwar jobs 


and assisting in “urban redevelop- 
|ment,’” was maintained by Arthur | 
|R. Upgren, vice-president, Federal 
| Reserve Bank, Minneapolis. Mr. 
|Upgren said financial advertising | 
“can properly aid in the creation | 
lof jobs, in improving economic | 


security and 
most important activity of invest- 
ing in and producing capital 
goods.” He said he sees a big role 
ahead for financial advertising as 
a means to “promote a_ better 
understanding of the relation of 
money to economic stability.” 
Banking’s progress, despite ef- 
forts of politicians to dominate the 
banking situation with restrictive 
legislation, was pointed out by 
Lewis F. Gordon, vice-president, 
Citizens & Southern National 
Bank, Atlanta, Ga. Mr. Gordon 
said, “Let no demagogue or poli- 
tician claim credit for this new 
approach. The men of banking 
have worked it out, in some in- 
stances in spite of those who 
sought to make political capital of 
the banking situation or who 
sought to dominate it with restric- 
tive legislation. You men and 


in promoting the| 


ers Association may 
share of the credit.” 

Of postwar banking, he said, 
“Mass banking calls for the very 


and advertising. As this great 
movement spreads—and the an- 
ticipation for the postwar period 


is tremendous—the bank which|and the Four A’s having apy: 
does not do a real advertising and | ; 


selling job is going to be left far 
in the rear.” 


Officers elected at the conven-| 


tion to head the association in its 
30th year ,include J. Lewell Laf- 
ferty, vice-president, The Fort 
Worth National Bank, Fort Worth, 
Tex., who succeeds Mr. Gordon 
as president; and Dale Brown, Na- 
tional City Bank, Cleveland, and 
Swayne P. Goodenough, Lincoln- 
Alliance Bank & Trust Company, 
Rochester, N. Y., who were elected 
first and second vice-presidents, 


women of the Financial Advertis- | respectively. 
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claim your! N AB Moves to 
Set Up Station 


best in marketing, merchandising | 


Advertising Age, October §)), jw, 


Coverage Bureq, 
Washington, Oct. 26.—1 AYA 


to join in supporting a ee 
| standard measurement o! sta;,, 
|coverage, NAB President Hap); 
Ryan said today that steps wo, 
be taken within a few days jowea 
incorporation of a bureay » 
handle the proposed servi 

Under the plan, the bure, 
would make a periodic mbplel 
tentatively every two year. of i 
“circulation” of radio sta 
an effort to provide a yard 
the information of advert 
others. 

Proposed by NAB, the plan 
approved by the Four A’s (ct. : 
and by ANA after a meeting her 
Monday. Next step, the formatiy 
|of a corporation and election of 
board of directors, will invo] 
discussions of the extent of ¢| 
operation and method of finan 
ing it. 


Blue Consolidates Sales 
Dept. Under C. P. Jaeger 


In a consolidation of sales acti 
ities including network, nation; 
spot, cooperative programs anf 
program sales, the Blue Netwo; 
| has set up a general sales depar. 
ment under the direction of C. } 
| Jaeger, formerly network sale 
| manager, and with the Blue sir 
| August, 1942. The move has be: 
made “to give all advertisers 
broader and better rounded sak 
service ... and to remove dupli 
cating effort.” 

Murray Grabhorn, national s 

sales manager, becomes assistar 
| general sales manager, continuing 
| to supervise national spot sales 
while Ralph Denis of the Blue g; 

sales department, will be manag 
| of spot sales. D. R. Buckham co: 
tinues as eastern network sale 
manager, as does Stanley Flo! 
sheim in his position in charge 

cooperative programs. 


French Papers Ban 


Financial Advertising 

Financial advertising has bee! 
banned from French newspape 
and other periodicals under a r 
cent ordinance of the French Mir 
istry of Information. The undu 
influence of financial advertise 
has been cited under the libere 
tion regime as one of the shor: 
comings of the French press be 
fore the war. 

The ordinance lists permissibi 
types of advertising ranging fr 
| birth announcements to sew! 
machines, conspicuously 0! I 
financial advertising and _ statin 
that unmentioned categorie 
forbidden. 


OSU Plans Ad Meeting 
Ohio State University wil! co 
| duct an advertising and sales | 
motion executives’ conference N 
/10 and 11 dealing with 
problems of advertising a! 
promotion executives in 
mediate and postwar perk 


Schroeder to Head WIN 
Willard Schroeder, form 

manager of Station WCAE. Pit 

burgh, has been named 

manager of WINS, Hearst 

'in New York, succeeding ( el 

G. Cosby, resigned. 
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“MEET YOUR CONTRAC' 0R- 
BUILDER CUSTOMER - 


the sensational descriptive bool 
the Building Market, Contains in! 
tion impartially presented that's 
understood about the building t! 
the talking is about. 


Send for a copy of this bookle 
off the press, or ask your adve 
agency about it. 


PRACTICAL BUI 


59 East Van Buren 
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Por, 


Its roots are deep 
in yesterday... 


I+ was propasty aware of you long 
before you were aware of it...in that notice: 
Born to Mr. and Mrs. Whoozis—YOU! 

Before text meant anything, you found 
the funnies, identified Sunday when they 
were colored. The headlines helped you learn 
to read. You pored over the advertisements 
of toys that heralded Christmas. 

When you spoke a piece in the church 
entertainment, wen your Scout badge, and 
finished school, the local newspaper duly 
listed your name, possibly ran your picture. 
\s sports began to be important, you knew 
where to look for the scores. The time the 
barn in the next block caught fire, you called 
the paper, seriously considered journalism 
as a career. Perhaps the first money you 
earned came from selling papers. 


When rr was smart in your set to 
know all about Hollywood or the radio, you 
wed the amusement pages. The serial 
ies were your meat, for a while. Your 
‘ summer job was found in the classified. 
't of your ideas about dress, life and 
iry came from the advertisements. You 
to call up on Saturday night late for 
asketball scores. Your graduation from 


“ 


oo the first advertising medit 


advertising .. 


INAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Ch 


high school was duly reported. 

If you got a promotion or changed 
jobs, mention of the big event was made in 
the local paper. You found pictures and items 
about people you knew. The engagement 
ring, honeymoon trip, the first apartment 
and its furniture, made the advertisements 
important, interesting. Before you bought 
a radio, a new car or a house, you studied 
the paper’s pages devoted to those topics, 
and the advertisements, too. It was very 
comfortable to find the first security you 
owned listed on the market pages. 


As you get older, you depend more on 
the front pages. Today you keep up with 
draft calls, rationing, price changes, taxes, 


war casualties in the newspaper's columns. 


And eventually you learn the last of old 


. P ) 4 Py T’ Lee , yee 
im of Philadelp! oe Thi advertisem 


a i 


7 , 
. aNd 15 available lo anv neu spap } or rep 14Ct10 


cago, Detroit, Sr. I 


friends in the obituary notices. . 
The newspaper is far from a perfect 
institution... but point to one used more, 
used more often, or over so long a period. It 
is part of the average American’s past, 1n- 
dispensable to his present, and inevitably 
included in his future, important at every 
period of his life for varying reasons. It comes 
to his hand, his eye, and his mind every 
day—a habit stronger than coffee, more 
significant than smoking, more intimate 
than underwear, unconscious as breathing. 
Advertising in a newspaper is as accepted 
as the other side of a street; a form of news 
the reader finds helpful and serviceable. 
With its inside track, fewer hurdles to 
consumer consciousness, established inti- 
macy, today’s dateline, its immediate access 
to large numbers of prospects for everything 
is it any wonder newspaper advertising 


sells goods sooner, quicker, cheaper? 


You may wor have goods to sell today 
... but you can be certain tomorrow of 
stiffer competition than ever before. And 
using the newspaper today simply makes 
some of the ready general demand your pri- 


vate backlog of orders for tomorrow! 


Che Philadelphia Anquirer 


a Sevi¢ tn behalf of neu paper 


Mm or publication, vithout credit... 


; Keene Fitzpatrick, San Frar 
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Salesmanship Will 


Win the Peace, 
Motley Insists 


Chicago, Oct. 26.—In fighting | 
speeches to the Financial Adver- | 
tisers Association last night and | 
to the Chicago Federated Adver- 
tising Club today, A. H. (Red) 
Motley, publisher of American 
Magazine, warned that there is no 
guarantee of postwar prosperity 
and that only intensive, intelligent 
selling and advertising can pro- 
duce high-level employment in 
this country. 

“Nothing happens until some- 
body sells something,” Mr. Motley 
said, adding that too many believe 
that postwar selling will be “a skip 


CORN — HOGS — OATS — CHICKENS 


umupndnd 
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CATTLE — SHEEP — HAY — WHEAT 


| 


| 


through the dew,” with activities | 
limited to filling orders from} 


goods - starved customers with | 


pockets bulging with accumulated | 
savings. No such era lies ahead, | 
he insisted; wants will be gen-| 
erated and goods sold only through | 
intensive and _ intelligent sales | 
|effort, including advertising, and | 
lonly through such generation of | 
sales can employment be main- 
tained at a high level. 

Planning and action must be 
undertaken now to make every 
business enterprise more efficient 
saleswise, he said, adding that 
American Magazine is taking its 
own medicine by currently spend- 
ing five times its 1941 budget on 


promotion, despite the fact that it | 


has no advertising space available, 
and cannot meet the public’s de- 
mands for copies. 

American business and indus- 
try—and especially sales and ad- 
vertising personnel— have never 


had so great an opportunity nor | 
Motley | 


so great a challenge, Mr. 
said. ‘‘All that is needed,” he added, 
“is to put behind the unquestioned 
productive capacity of America the 


push and pressure necessary to | 
sell 30 to 40% more than we have | 


ever sold before.” 


| order, 


s 


‘Journal’ Leads 
Evening Papers 
in Ad Linage 


Chicago, Oct. 25.—Forging to the 
front, the Milwaukee Journal led 
| all evening newspapers in total ad- 

vertising for the first nine months 

of 1944 and moved from fourth 
up to second among all six- and 
seven-day papers. 

Linage in the Journal, as meas- 
ured by Media Records, Inc., to- 
taled 11,227,960 for the paper’s 
weekday editions. The Washington 
Star, in first place halfway through 
the current year, was a close sec- 
ond with 11,216,087 lines of adver- 
tising. Other top leaders were, in 
the Newark News, Dallas 
Times- Herald and Indianapolis 
News. 

The Chicago Tribune remained 
first in total advertising of both 
|six- and seven-day papers, with 
a total of 15,886,722 lines in its 
morning and Sunday editions. The 


Milwaukee Journal was_ second, 


Washington Star, third, with 15,- 


with a total of 15,341,747 lines; | 


with 15,027,823; and New Orleans 
Times-Picayune and States, fifth, 
with 13,718,493 lines. 

The Chicago Tribune also con- 
tinued to lead among all morning 
papers, with a total of 10,275,456 
lines in its weekday editions. The 
New Orleans Times-Picayune was 
second, Washington Times-Herald 
third, Washington Star fourth and 
New York Times fifth. 

The first five leaders in the Sun- 
day paper field remained un- 
changed—the New York Times, 
Chicago Tribune, New York Her- 
ald Tribune, Philadelphia Inquirer 
and Cincinnati Enquirer. 


Appoints Sneider 


Clyde Associates, New York 
men’s haberdasher, has named 
A. M. Sneider & Co., New York, 


to handle advertising, with plans 
for a campaign in national and 
trade publications. 


Gets London Account 

The J. Walter Thompson Com- 
pany’s London office has been 
named by the Pepsodent division 
of Lever Brothers, Chicago, to 
handle its advertising in the Lon- 


| 090,491; New York Times, fourth, | don area only, effective Nov. 1. 


l you sell any 
of these Goods and 
Services to the 


Cartons & Boxes 


} | 


Package Planning 


Glass & Closures | Bags & Envelopes 
Labels, Seals, Tags Cans & Tubes 
Adhesives Plastics 
Machinery Wrappings & ra 
Shipping Equipment 


Packaging Field— 


Your message belongs in the 1945 PACKAGING CATALOG 


The “tabbed” references, noted above, embody Packaging Catalog’s extensive as 
well as intensive coverage of the various industries comprising the packaging field. 

Because of its extensive value, Packaging Catalog is regarded as the Encyclopedia 
of Packaging . . . 
Catalog is invaluable to the advertiser—makes it possible for his message to tie 


right into the section closest to his own interest. 


1945, by every indication at hand, promises to be packaging’s most eventful 
year. Many materials, machines, and services will probably have returned to mufti. 
Many new opportunities will swing into action. The year will be one of tremendous 
packaging progress . 
guidance will be ihe 1945 Packaging Catalog! . . . Packaging’s one and only year 
book! .. . the book whose advertising pages are industrially vital and valuable! 


immediate reservations. 


- 


PACKAGING CATALOG 


PUBLISHED BY PACKAGING CATALOG CORPORATION 


122 EAST 42nd STREET, NEW YORK I7, N.Y. 
Washington 


19 


45 


The Encyclopedia of Packaging 


Cleveland 


Chicago 


and because of its intensive divisional arrangement Packaging 


. And marching with it as the central focus for reference and 


Due to current paper restrictions the issuance of space requires prompt action— 


Los Angeles 


Advertising Age, October 


Authorities Argy, 
Sources of Video 
Programs’ Cos} 


Ques 
tion of who pays the fr Pps 
television slipped into the tech 
cal bantering of the engincers }, 
fore the FCC frequency allocatio, 
hearings this week, ca: ing 7 
shadow over their otherwise poy 
picture of video as the big ney j, 
dustry of the postwar era 3 

Witness Niles Trammel, preg_ 
dent of NBC, voiced confides 
that advertisers would pay tig 
way, but others were not so sy 
that revenues from radio's trag;. 


tional godfather would stake tele, 
vision to the programming 
sary to attract listeners to th 


medium. 
According to Mr. Trammel 
network television would mak 


the new medium an attractive jp, 
vestment for national advertisers 
“As 
syndication 
broadcasting of programs throyg} 
network facilities will provide t! 
solution of many of the economi 
and talent problems confrontin 

television broadcasters,” 
dicted. 


| could provide were available, H 
| warned that the industry must } 
built on a firm programming four. 
| dation using television shows r 
aling “what can be seen in a the 
| ater,” or it will fail. 


offered by U. A. Sanabria, pres 
dent of American Television Lat 
oratories, 
sion that on the basis of 20 year 
| experience, he was convinced thz 
'television would not be 
_by the public unless programs fg 
| more 


‘Design Company Moves 


industrial designer 
Chicago, have been moved fron 
664 N. Michigan Ave. 
quarters at 230 E. Ohio St. 


1, 194 


Washington, Oct. 27.—Th 


neces. 


in sound broadcasting, th 
and _ simultaneoy 


he pre 


Quite a different solution wa 
who told the Commis. 


acceptei 


expensive than advertiser 


Offices of Barnes & Reinecke 
and engineer 


to large 


2,183,640 
PEOPLE 


who spent $782,00 
000 retail 
lishments 1943 live 
in the Tulsa Mark 
area and the bor 
counties of Oklahoma 


in estab- 


in 


Kansas, Missouri j i+ 

rs 
Arkansas, within ft 
KVOO half milliv 


area. 


the 


KVOO is 
medium comple 
blanketing this N 
Oklahoma Marke 
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Even great art goes unobserved from too much viewing . . . to say 
nothing of mediocre advertising! Getting taken for granted isn’t good 
advertising, or good for advertising... Get gravure to get away from old 
impressions, to get a new view, more respect and more results. Gravure 
also gives a finer audience in the Sunday gravure picture sections, whole- 
family media which rate 90% readership regularly, at home, on Sunday... 
have a long-established reading habit, and the concentrated coverage of 
major markets only Sunday newspapers can have!... Metropolitan Group 
gives gravure national coverage—a single unit holding 94% of all Sunday 


gravure picture sections... massing 25 major Sunday papers with a total 
of 12,000,000 circulation . . . covering half of the better homes in the 


country ... Low cost, too. Get the details from any office. 


Metropoliun Group Gravure 


Atlanta Journal ¢ Baltimore Sun © Boston Globe ¢ BostonHerald ¢ Buffalo Courier-Express 
Chicago Tribune ¢ Cincinnati Enquirer ¢ Cleveland Plain Dealer © Des Moines Register 
Detroit News ° Detroit Free Press . Milwaukee Journal . Minneapolis Tribune 
New York News ¢ Philadelphia Inquirer ¢ Pittsburgh Press * Providence Journal * Seattle Times 
St. Louis Globe-Democrat ¢ St. Louis Post-Dispatch ¢ St. Paul Pioneer Press * Scranton Scrantonian 
Springfield Union & Republican . Syracuse Post-Standard . Washington Star 


New York 17: 220 East 42nd Street . Chicago 11: Tribune Tower 
Detroit 2: New Center Building San Francisco 4: 155 Montgomery Street 
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To Paxton & Gallagher Joins Renee Ice Cream 
Frank Fogarty, for the past Harold J. Sugarman, formerly 
seven years general manager of|in the advertising department of 
the Omaha Chamber of Com-/the Manufacturing Confectioner 
merce, has resigned to become} Publishing Company, has been ap- 
vice-president of Paxton & Gal-| pointed sales and advertising man- 
lagher Company, Omaha, manu-|ager of Renee Ice Cream Com- 
facturer of Butter-Nut coffee. | pany, Newark. 
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Packard Plans to 
Curb Optimism in 
Fall Ad Campaign 


Detroit, Oct. 25.— The Packard 
Motor Car Company, launching its 
fall newspaper advertising cam- 
paign, described it this week as a 
public service series designed to 
benefit “overly-optimistic drivers 
who think that new cars are just 
around the corner.” 

The strongest local advertising 
schedule Packard has developed 
since Pearl Harbor, the series will 
appear through November in more 
than 300 newspapers, whose com- 
bined circulation approaches 30,- 
000,000. Its theme is that new car 
production is still out of sight and 
that the nation’s automobile trans- 
portation is dependent on protec- 
tive servicing of its cars. 

Headlined, “3 Hidden Dangers,” 
the ads stress wartime servicing— 
advising that steering controls, 
brakes and lubricated parts be 


closely watched and carefully 
serviced by the Packard dealer, 
whose signature appears under 
the ads placed in his area. 

Besides pointing out the present 
demands on service departments, 
and recommending that appoint- 
ments be made for periodic check- 
up to avoid major repairs and 
breakdowns, the ads reiterate the 
Packard slogan, “Ask the man 
who owns one,” and emphasize 
Packard’s “precision-built power” 
with illustrations of the Packard- 
built Rolls-Royce aircraft engines 
and Packard PT boat marine en- 
gines. 

Agency for Packard is Young & 
Rubicam, New York. 


STANDARD OIL TALKS 
‘4TH WAR WINTER’ 


Chicago, Oct. 25.—The Stand- 
ard Oil Company of Indiana today 
began a comprehensive advertis- 
ing campaign to make motorists 
aware of the accrued need of serv- 
icing their cars as they enter the 
“4th war-winter.” More than 


FK, with 160 Iowa acres, earned less than $450 in °33 or °34, 


paid $600 income tax in 1943 . . . War Boom and parity prices? Not 


so much as changed farmer, diversified farming . . . Ten years 


cattle 


produces... 


ago, FK raised corn, fed range cattle—had ONE cash crop, beef 
made or lost money at stockyards prices .. .. THIS YEAR, he 
an average of 6 doz. eggs daily @ 30c, and 8 lbs. of 
butterfat @ 53c—$6.04 cash income per day from only two items... 


250 broilers @ 30c lb., 12 two-months calves for $180, hogs, 2 tons 


@ $12.60 per cwt. .. . $27 per acre from 20 acres of fast-growing 
I g g 


flax sown with alfalfa. . 


. 20 acres of soybeans worth $800... 


100 acres in corn, yielding 7,000 bushels plus, half to be sold at 


$1.0214 per bu. . 


. . truck patch for his table and 600 qts. of 


vegetables to can, beef and pork for his own deep freeze locker . . 


So many cash crops brings this year’s income above $8,000. 


Expenses, overhead, taxes run under $3,700 . . . leaving $4,300 for 


improvements, equipment, saving, spending! 


high-bracket urban families are as well off, as good prospects? . . . With the 


. . . How many 


best land, largest investment per farm in the U.S., incomes 


increased and protected by diversified crops, modern methods and 


machinery—the subscribers of SuccessFuL FArminG in the thirteen 


Heart states, New York and Pennsylvania are the best “class” 


market in the world today .. . SuccessFuL FARMING serves 42% of 


them 


—as technical advisor, laboratory intelligence, business counsel, 


Washington reporter, government go-between, buying guide, 


confidant and friend . . . has earned its status as the highest-ranking 


medium to the highest-rated regional market in the country... 


offers a direct, comprehensive access to the best sales potential and 


profit opportunity of today and tomorrow . . . Skeptical? Ask for 


supporting 


Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles. 


and surprising—data! SuccessFUL Farminec, Des 
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1,700 daily and weekly new »a¢. 
in 13 midwestern states wi cay. 
the ads, which will vary . 
from 308 to 1,000 lines. 

The “Mom and Pop and t= ¢,, 
cartoons by Lichty, which : 
ard of Indiana introduced j; ey. 
paper advertising, will als. jjjy. 
trate the new series of ads (Co, 
will emphasize car conse: \atig, 
oil change and “10 star tu: e-yy 
for cold weather driving. e Bh 
War Loan drive will be su: porte 
by an additional newspape, aq » 
run the week of Nov. 20. whi« 
will feature a Pilgrim Thanksgiy. 
ing scene. 

Curb signs, blotters, a ratig, 
coupon holder and window stic;. 
ers are included in the campaig 
which runs to Dec. 6. - 

McCann - Erickson, Chicago. 
the agency. 


McGraw-Hill Announces 
Emergency Print Shitts 


The manpower shortage apn 
congested mails have prompte 
McGraw -Hill Publishing Com. 
pany, New York, to move the 
printing offices of Food Industries 
and Wholesaler’s Salesman tem. 
porarily from Albany, N. Y.,, ty 
Chicago. Similarly, Bus Transpor. 
tation and Engineering and Min- 
ing Journal are now being printed 
in York, Pa., rather than Albany. 

“These changes are a matter o! 
expediency and do not necessaril; 
represent any permanent chang: 
in policy,” said D. C. McGray 
vice-president. “Williams Press jy 
Albany remains our central print. 
ing point.” 


Enrolls 45 States in 


Papertrooper Plan 

More than 1,000,000 school chil. 
dren in 45 states and the District 
of Columbia have been enrolled 
by state education departments in 
the papertrooper plan of the U.S 
Victory Waste Paper Campaign 


Only Arizona, Idaho and Nevada 
have not yet announced their in- 
tention to participate on a state- 


wide basis. The papertrooper plar 


was tested last summer in 60 citie: 


and towns. 


If you sell 
FLOUR 


You Need WIBW 


| In Kansas, and parts of si 
| adjoining states, WIBW is the 
preferred station of almo:' five 
million listeners. 
WIBW is preferred by dee 

ers, too, as shown by the’ 
thusiastic tie-in promot 
point of sale. 
We have a reputati 
had-hitting selling. 
prove it to you by RE 


————— 


WIBY 
Topeka... Kansas 
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He’s Got to Have 
he Right Figure! 


metinies, even LIFE makes a mistake. 
hen the eaption “Colorado’s Grand Canyon” 
vared in LIFE, it seemed as though everybody 
te state of Arizona sat down and wrote to the 
yrs about it. 
Bit such things rarely happen, thanks to people 
LIFE Researcher Lee Eitingon. She supplies 
background facts and figures for many of 
}’s comprehensive picture-stories, and she has 
e right! Instead of sitting in the proverbial 
iy pouring over volumes of statistics, she is 
eoften right at the scene of action. This method 
hecking and double-checking is what gives 
k's photographic essays and reports their true 
rand authenticity. 
IFE has a staff of 44 researchers who, like Miss 
ngon, collaborate with its photographers and 
fors to secure the accuracy of everything that’s 
ted in the magazine. This consistent ability to 
ccurate and interesting is an important reason 
no other magazine in history ever had as many 


ers every week! 


wallowed in a luxurious bed of shelled corn in 1943 because farmers did not want 
it at the low ceiling prices. It was Lee Eitingon who dug up the facts for a five- 
rticle which LIFE ran on the subject. This entailed laborious research running 
way from how corn grows to the economic angles involving hog and corn prices. 


ed 


Pde = 


by 


— 


500-pound bombs on an overhead conveyor — part of a photo-story in which Miss 
Eitingon secured production figures on the manufacture of bombs, tanks, planes, guns, 


ships, locomotives, steel, and oil. The factual character of such articles makes the 


researcher a partner of the writer and photographer in the actual creation of the story 
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Another Attack 


In this issue we are reviewing | 
“The Advertising Smoke Screen,” | 
a new book written by Blake 
Clark, who authored the Reader’s 
Digest article criticizing cigaret 
advertising, and published by Har-| 
per & Brothers, not because the 
attacks on advertising which it 
contains are new, but because the 
author is intelligent enough to 
conclude his discussion with the | 
conviction, already widely held in 
advertising, that improvement 
such as all would like to see in the 
ethical standards of the business | 
must come from within. 

Self-regulation, through groups 
of advertisers, agencies and media, | 
is obviously the only effective | 
method of eliminating the small | 
percentage of advertising which is 
either untruthful or promotes un- 
worthy products. Progress is be-| 
ing steadily made along this line, 
and yet Mr. Clark marshals the | 
one-sided record of the Federal | 
Trade Commission to create the| 
impression that advertising in| 
general is misleading the public 
and failing to perform the war- 
time services which have been 
hailed by government as well as 
the general public. 

While even the War Advertising 
Council does not claim that all 
advertisers have converted their 
copy 100% to promotion of war- 
time objectives, the fact that 


10 Cents a Copy, $2 a Year 


on Advertising 


| 
| 


$600,000,000 worth of space, time | 


and services has been contrib- 
uted to the war effort does not 
suggest that Mr. Clark is within 


hailing distance of the truth when 
he says, “Three years after Amer- 
ica entered the war, the impres- 
sion of the average reader or ra- 
dio listener is that advertising is 
used less to help win the war than 
to capitalize on it. The 
of this impression is confirmed by 
a number of facts.” 

“The Advertising Smoke Screen” 
also takes as fact the unproved 


| assertion of advertising haters that 


“adults are turning away from the 
editorial columns of their news- 
papers, knowing that all too often 
the local editor is tied hand and 
foot by the community of opinion 
of his advertisers.” The idea that 
advertising pressure distorts hon- 
est opinion and results in editorial 
policies completely subservient to 
the advertiser is daily disproved 
by the fact that papers diamet- 
rically opposed editorially fre- 
quently carry the same advertising 


accuracy | 


|} our 


copy, but this means little to Au-| 


thor Clark. 

“The Advertising Smoke Screen” 
is mostly rehash of old material, 
but it is worth while at least in its 
final agreement with advertisers 


| that improvement must come from 


within, and not from attempts at 
governmental coercion. 


A Great Combination 


When a great store carries a 
product made famous and accept- 
able to a large part of the general 
public through national advertis- 
ing, you have the ideal combina- 
tion for successful merchandising. 
That is why we believe that de- 
partment stores, as well as other 
will make use of this 
opportunity to capitalize the 
double value of a good store name 
and a good product in the future 


retailers, 


a scale never before seen in the 


on 


vast 
At the same time it should not 
ye overlooked that more ambitious 
plans for the promotion of private 
b ds are being made by groups 
jepartment stores, which feel 
that by combining forces in the 
ievelopment and promotion of 
their ow labels they can make 
them just as acceptable to the pub- 
established national brands, 
especially in such fields as home 
Ly ‘es. This is possible, but it| 


will take the same degree of ad- 
vertising and merchandising effort 
which has given leading national 
brands their present position of 


| themselves as advertising experts.’ 


"Pity to let her freeze when Botany 


| 
| 


—Botany Worsted Mills | 


flannel is so warm and handsome.” 


Tough on Clients | 
A news release from the Byron | 


Keating Company, “Cincinnati's | 
fastest growing advertising| 
agency,’ informs us that Mr. 


Keating recently told members of | 
the local Businessmen’s League | 
that “agencies are doomed unless | 
they establish totalitarian princi- 
ples governing their relations with | 
clients. 

Mr. Keating, according to the 
release, went right on from there, 
blasting at “clients who fancy 


’ 


” 


In too many cases, he said, “agen- 
cies are producing inferior adver- 
tising, against their better judg- 
ment, and are suffering as a result. 
This situation is tolerated mainly 
because of agencies’ fear of losing 
lucrative accounts and can usually 
be traced to mollycoddle account 
executives who ‘butter up’ the 
client.” 

It’s things like this that reaffirm 
occasionally wavering faith 
that it’s fun to be in the adver- 
tising business. 


Pin-Up Morale 

Walter Thornton—the guy who 
digs up the cover girls—wants you 
to know that morale in the armed 
forces 


has never been at such a 
high level as it now is, largely 
because he has sent out 600,000 
personally autographed pin-up 
pictures of the 25 models who 
have been featured in his adver- 
tising and publicity campaign. 


|Mr. Thornton apparently believes 


that no serviceman should be| 
without his pin-up girl, and he 
|announces therefore that he will 


acceptance and preference on the| 


part of the public. 
The chances are that an analysis 


of retail store sales would show 
that the cost of selling nationally 
advertised products is so much 


less than that of moving private 
brands not already advertised to 
popularity that the attractive long 
the latter would 
impressive in terms of 
Turnover continues to 
the factor which determines the 


margins of seem 


much less 
net 


ve 


profit 


profitable use of store space and 


the services of retail salespeople, 
and more rapid turn-over of goods 
the public wants is the key to 


their profitable distribution by the 


retailer. More intensive research 
on this point would undoubtedly 
benefit manufacturers and retail- 


continue to advertise and keep on| 
sending pin-up pictures “until 
most boys in service have them.” 


Quilty Lilt 
H. H. Hutzler, Dayton adman, 
thinks this ad he clipped from the 
classified pages of local paper 
“packs quite a lilt about an un- 
built quilt”: 
W AN TE D—Lady to quilt a 
quilt; must be a good quilter. 
RA 0897. 


a 


Ads in Russia 

The Publicity Club of Leeds, 
England, and the English Adver- 
tiser’s Weekly, have been consid- 
erably upset by a recent assertion 
of Julian Huxley that Russia is an 
example of a country where news- 
papers are maintained without ad- 
vertising. 


Advertiser’s Weekly says that 
Mr. Huxley was right, but is a 
little behind the times. ‘“‘True that 


up to 1928-30 advertising 


Was cCon-| 


| ing 


} ance, 


sidered a capitalistic evil which 
meant that the Russian 
were not given what they should 
ave,” said the paper. ‘Later 
was realized that advertising has 
its virtues, and the great trusts 
began to display advertisements 
in the newspapers.” To which the 
Leeds adclub adds: 
“Russia certainly advertise- 


is 


|ment conscious today, and is 


anxious to trade with Great Brit- 
ain. British manufacturers are 
being asked to take space in Rus- 
sian technical journals, and in 
other ways develop trade relations 
with the Soviet. 

“Miss L. I. Parker, of British 
Industrial Publicity Ltd., who has 
spent some time in Moscow, ridi- 
culed the suggestion that advertis- 
was non-existent in Russia, 
and showed examples of ads in the 
1936 Moscow telephone directory 
for clothing, boots and shoes, per- 
fumery, banks, rubber’ stamps, 
etc.” 


Extra Circulation 


St. Louis Public Service Com- 
pany and Gardner Advertising 
Company, its agency, are both 


happy about a recent ad captioned, 
“How Young Folks Can Help 
Make This School Year Safer and 
Happier,’ which presented some 
simple safety rules for school chil- 
dren to follow. 
tion officials thought the copy so 
pertinent that they decided to 
post blow-ups 
rooms in the city and county, and 
Public Service was delighted to 
supply the board with 5,000 en- 
largements. 


Jottings 


They never stop selling. An AA} 
reporter dropped in to see Griffin | 


Lovelace, vice-president in charge 
of advertising of New York Life, 
to get the lowdown on how the in- 
surance company is managing to 
turn the Social Security Act into a 
potent argument for more insur- 
Mr. Lovelace said the best 
way to show how the plan worked 
would be to call in an underwriter 
and have him make a case study 
of the reporter’s own Social Secur- 
ity and insurance. And now it 
looks as though the reporter is go- 
ing to be paying premiums on 
more insurance... 

a. &, 


Eno, Inc., is naturally 
pleased as punch that the Giles 
editorial cartoon in the London 


Sunday Express the day after the 
attempt on Hitler’s life shows a 
badly bandaged paper hanger rest- 
ing more or less comfortably, with 
a clearly labeled bottle of Eno on 
the table beside him. 


|tion, rates and markets, 
| for quick reference. 


| opening night to the present 


people | 


it | 


Board of Educa- | 


in all the class-| 
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The following docum: ” 
be secured without cha fran 
companies sponsoring 
through ADVERTISING AG: 
national advertiser or a 
agency executive writin 
business letterhead. 


No. 2414. Fingertip Data 
Electrical West has is 
folder, which contains 
facts about the publica’ on. 
cluding schedules, closi: 
mechanical requirements, 


rrange 


No. 2415. It’s WEEI, Bost 
Station WEEI, which celebrat, 
its 20th anniversary Sept. 24 
issued this brochure, which t 
ithe history of its career from | 


on, 


lating developments and improy¢ 
ments, broadcasts of particu); 
note, community service, 
so on. 


No. 2404. Something New k 
Been Added to the Philad 
phia Story. 

New population estimates 
metropolitan Philadelphia, and » 
definition of the Philadelphia tr; 
area to include 14 counties fon 
the basis of this new market stu 
issued by the Philadelphia Recor 
|A detailed circulation report { 
the ABC city and retail trad 
zone and for the “plus coverage 
outside is included with mark 
data. 


ail 


No. 2388. Is This Strictly a Pr 
vate Fight ...or Can WeG 

In? 
The New York Post has issu 
this broadside containing figu 
on advertising linage in New Yo! 
newspapers, showing the score 
gains and losses—in various cla 
sifications, 1934-1943, and includ 
ing the first four months of 194 
The Post good-humoredly 
itself into the six-day vs sevé 
day-figure controversy, and Pp! 
'vides a scoreboard showing a | 
year trend of New York dailie 
linage, six days vs six day 


No. 2410. 64 Direct ‘Cir 
Offices’ Guarantee Cov: 
the Metal Industry. 

| Metal Progress has issucd t 
| folder, which describes the cil 
| lation method in use by this pu 
| lication, and its effectiveness 
| delivering a complete cov: 
| the metal producing and 
working industries. 


ilat 
“alg 


Ne. 2396. It’s Still Mor»ing 
America. 
| The Los Angeles Ex mi 


which, along with the othe Hea! 
newspapers, is publishing 
of 12 advertisements 
powers, standards and as 
of this country, has 
| brochure containing the s¢ 
ads in the campaign. 


No. 2383. About True St 


Miniature sales data s 
closed in a folder, issued 
Story, provide a handy < 
jtion of useful informati 
this publication as well a 
men’s service magazines, 
and monthlies listed. The 
covers circulation, inclu 
tribution by city sizes, b: 
tion, income groups, etc 
ship, True Story’s ranki 
other magazines and a 
other data. 


iss 


ds 
Cc 


No. 2399. Who and Why 


Parade, in this folder, 
1944 advertisers and re 
“why’s” in terms of reé 
merchandising support, 
data, cost, etc. 
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The Editors of 
FACTORY 


Report on 


“WHAT THE 
WORKER 


ALLY THINKS” 


October Issue Gives Answers to 
Nationwide Poll of Worker Opinion 
on Postwar Jobs and Labor Unions 


HICH companies will have the big edge 

in the postwar period ? Those that have the 
stoutest backing from their own workers every 
step of the way. Nothing else gives such drive 
and power to any manufacturing company. 


That is why Factory has just had a scientific 
survey made by America’s foremost industrial 
research organization. It shows exactly what 
the 17 million plant workers of this country 
think about such things as 


Labor Unions—Strikes— Management 
—Postwar Jobs—The Products They 
Make —The Treatment They Get — 
Foremen in their Plants. 


The nation’s welfare and the future of American 
industry depend on better understanding— 
better cooperation— between men and manage- 
ment. The editors set out months ago to find 
out how the workers feel and now Factory re- 
ports the facts. The October issue brings them 
to you in the first of two illuminating install- 
ments. 


WHAT IT WILL DO FOR 
YOUR COMPANY 


Here is the real point. War has taught a lesson. 
Alert executives of peace-time America will 


profit by it. Management must know more about 
its workers if it expects to gather the fruits of 
worker-cooperation in high output, efficient 
costs, low labor turnover and healthy labor 
relations. Those four points will spell the 
margin between progress and stagnation, profit 
and loss for many a company. October Factory 
presents the initial article on the first nation- 
wide survey on what the factory worker really 
thinks. It is now off the press—and in the hands 
of most plant management men. Hundreds of 
them are already starting to capitalize the survey. 


WHO MADE IT? 


The Opinion Research Corporation of Prince- 
ton, N. J., did the job for Factory. The survey 
was carried out by the modern, scientific tech- 
nique of personal intervicws. No expense was 
spared, no detail overlooked, to make it com- 
pletely representative. It is precisely geared to 
the geographic spread of industry, the types of 
industries, size of plants, age groups and length 
of service. It therefore furnishes dependable in- 
formation on industrial workers throughout the 
United States—What they want. What they fear. 
What they think. 


WHAT DOES IT COVER? 


It many cases, the replies are surprisingly at 
variance with the impressions held by experi- 


enced plant executives. Yet how useful the right 
answer is as a working tool for policy-making 
management! Here are a few questions which 
the survey answers: 


1. Who does the factory worker think will do 
most to solve his job problem after the war— 
government, labor leaders or factory heads? 


2. Does he rate local union leaders good, aver- 
age or poor? 


3. Where is his best chance to make a good 
living—by union membership or on his own? 


4. What changes would he make in the way the 
unions run things—such as strike votes and 
compulsory financiaJ statements by unions? 


5. Which type of union contract does he favor 
—open, union cr closed shop cr maintenance 
of membership? 


6. Does he think his own company is capably 
managed ? 


7. Does he feel that his own management has 
treated him fairly? 


8. Is he satisfied with his foreman? 


9. Does the worker feel that his employers have 
his own interests at heart? 


MORE TO COME 


November Factory will carry in the second in- 
stallment of this survey some surprising disclo- 
sures on what the factory worker really thinks 
about his company, its executives, and his fore- 
man. A reprint of the October article, with its 
constructive analysis of what the factory worker 
thinks about Labor Unions and Postwar Jobs is 
now available to any industrial executive, upon 


request. 


~ FACTORY » 


MANAGEMENT AND MAINTENANCE 
1 McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 18, N. Y. 


The magazine of “Hownews” 


* FACTORY SHOWS HOW TO MANAGE MEN AND MACHINES TO SAVE TIME AND MATERIAL * 
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Clark Flays Advertising, 
Praises FTC in New Book 


New York, Oct. 25.—Does every- 
body love advertising, now that it 
has done such a magnificent job 
of aiding the war effort? The 
answer, children, is No. 

Are the pre-1941 attacks on ad- 
vertising, the consumer move- 
ments of prewar days, the shouts 
of the All-Advertising - Is - An - 
Economic-Waste School things of 
the past? Again, the answer is 
No, a thousand times No. 

In fact, the publication this 
week of a new book by Blake 
Clark, whom you may recall as 
the author of the article on cigaret 
advertising in the Reader’s Digest, 
indicates that the flood gates have 
been opened, and advertising can 
henceforth expect a new era of 
books designed to put the Ameri- 
can consumer wise to the hor- 
rendous deeds which advertising 
is doing. 

Mr. Clark calls his new book 
“The Advertising Smoke Screen.” 
It was published today by Harper 


“What a job I 
did for 
Tacoma!” 


Well ... maybe. It’s true, of 
course, that Tacoma-Pierce 
County population is up 
20.6% over 1940—the great- 
est percentage increase for 
any Washington State 
metropolitan county. But the 
stork isn’t entirely responsi- 


ble. 


The basic, fundamental rea- 
son for this increase is the 
fact that Tacoma industry is 
expanding, becoming more 
diversified, offering more 
and better jobs for perma- 
nent workers. 


That means Tacoma-Pierce 
County is a broader market 
—a more solid market 


a 


market demanding “must 

attention” in Washington 

State. 

is cures: U. S. ¢ s 
OPA) 


™News Tribune 


TACOMA, WASHINGTON 


& Brothers at $2, and admen can 
reasonably expect to hear much 
of it in coming months. 
Based on FTC Data 
Mr. Clark’s book is pretty much 
a Federal Trade Commission book. 
Mr. Clark not only presents, in 


the words of the jacket blurb, ‘‘an 
intelligent and challenging expose 
of the rackets of the trade, and 
their insidious effects,’ but he 
bases his case completely on FTC 
complaints, stipulations and ord- 
ers. Thus he devotes a chapter 
each to FTC records and actions 
in the field of cigarets and pipe 
tobacco; dentifrices; laxatives; 
hair tonics and restorers; weight- 
reducing products; cold remedies; 
vitamins; and headache allevia- 
tors. 

Most of FTC’s actions in these 
fields are detailed at considerable 


length, and the things that are 
said about scores of the country’s 
leading brands, based on FTC rec- 
ords, are not likely to cause any 
considerable bulge in their sales 
curves. Mentioned by name, and 
definitely without favorable con- 
notations, are such products as 
Marmola, Vicks, Bayer, Cystex, 
Old Gold, Camel, Lucky Strike, 
Philip Morris, Pall Mall, Ipana, 
Forhan’s, Dr. lLyon’s, Colgate, 
Calox, Teel, Squibb, Feen-a-mint 
Ex-Lax, Sal Hepatica, Carter’s 
Little Liver Pills, Kreml, Newbro’s 
Herpicide, Lucky Tiger, Mahdeen, 


Advertising Age, Octob: 


Listerine, Welch’s grape 
several dozen others. 
cases their advertisin; 
also get a free commer 


The charges Mr. Clar 
these and other product 
known to the readers 
TISING AGE, who have fo 
week-to-week reports < 
tions, but Mr. Clark sa) 
not well known to t! 
public, because the FTC 
a bad press that some { 


decided to eliminate t! 


General Public Not In:, 


SECRETS is more than good en 
tertainment to these 3,000,000 
young married readers... it is their 
monthly guide to better living, bet- 
ter understanding of their children 
and husbands. 

In short, SECRETS Self-Improve- 
ment editorial power is selecting 
3,000,000 readers who are actively 
making their way up socially, cultur- 
ally and economically . . . they’re the 
younger active wives who need most 
of the things that go into home-mak- 
ing... they’re the devoted, young 
mothers of young children... 
they’re the market you reach only 
through one magazine —SECRETS 
(not a group of books). 


They are the progressive group of 
young, active women — between the 
age and income group of the youth- 
ful readers of movie and romance 
books and the more matronly read- 
ers of women’s service magazines. 

SECRETS readers are the climb- 
ing, buying women that constitute 
your “first-line” market. Send for 
free booklet, “What We Want’. It 
is a vitally revealing market story 


about SECRETS 3,000,000 readers. 


*Each copy of SECRETS is read by 
the purchaser and three intimates 
of the same age group. This and 
other data based on survey of 


SECRETS readers. 


“THE MAGAZ 


67 West 44th Stree! 
New York 18, N. Y. 


| NG 


Freel 3,000,000" WOMEN LIKE THESH 
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l to the use made of it “the 


author, “there are two kinds of 


Criticizes War Effort 


30, iy Adt sing Age, October 30, 1944 

ice ‘ributing copies of com-) guilt, the reader may bear in mind|dence that advertising has per-|may not be any better than other 

— <r stipulations and orders to|that in the past, relatively few | formed commendably in this role” | standard brands in the same field. 

Cem e s at large. companies have cleared them-|.. . such as in popularizing the| Advertisers of bathtubs need no 

| qT author professes to see|selves of charges made in FTC|bathtub, the automobile, etc.| longer sell the home owner clean- 
1c ood, as well as much bad, | complaints.” But— liness, so they prevail upon him to 

Tme ad ortising, and asserts that he “Broadly speaking,” says the buy a purple or green tub rather 


” 


than a plain white one. 


Te w me criterion that we apply to| product advertising — that which “Although the wheels of prog- Mr. Clark also has some doubts 
Aaa every other activity that affects us| introduces a valuable new article|ress spin merrily along when ad-j| about the role of advertising in 
ved ML. s it contribute to the com-|and that which attracts the cus-/vertising popularizes a good|the war effort. The War Adver- 


PTC, ‘ a a?” He also explains the;}tomer to a particular type or article, they threaten to come to a tising Council and some advertis- 
they Ml neration of the Federal Trade} brand of product already accepted. standstill once the article becomes | ers have done notable jobs, he ad- 

ada ’ m sion in some detail in his “Advertising that gains swift familiar and accepted. Advertis-| mits, but in general, he says, ad- 
sa re ord, but concludes that|acceptance for a useful article|ing time and space are then de-| vertising is still going along in the | 
e an \lt igh issuance of a complaint] benefits both the manufacturer | voted to switching the customer to | same old way. “Three years after | 
“wa ¢he FTC is not final proof of| and the public. . . There is evi-!a particular brand which may or! America entered the war, the im- 


oe 8 OAS Ae a 


soles See nna 


-|MMOt DRAMATIZED SELF-IMPROVEMENT” 


" 00 North LaSalle Street 403 West 8th Street 
bs Chicagu 2, Ill. Los Angeles 14, Calif. 
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pression on the average reader or 
radio listener is that advertising is 
used less to help win the war than 
to capitalize on it,” he asserts. 
“What of the future of advertis- 
ing?”, the author wants to know. 
“Can the FTC force the profession 
to produce clean copy? Will the 
profession itself take the lead in 
the fight for truth in advertising? 
Or will those who bring discredit 
upon all advertising increase until 
a disillusioned public demands 
that all advertising cease for the 
duration—and after?” 


Predicts Conduct Rule 


“To protect their profession,” 
the author says, “advertising men 
will be forced to follow a rule of 


/}conduct based upon the assump- 


tion that what is good for the 
people is good for advertising. 
Something is fundamentally wrong 
with any profession which cannot 
see its own expansion accompany- 
ing the expansion of the common 
good. Many advertisers would 
say that they believe this now. 
But, stated more precisely, their 
conviction really is that what is 
good for advertising, and what is 
good for business is good for the 
public.” 


If SALESMEN were 
ADVERTISING 
MANAGERS 


they'd say: 


| The salesman’s job is easier when 


advertising to the buyer precedes 
him. Get your name before the buyer 
in his own departmental magazine 
— the specialized Haire paper he 
studies and lives with. 


—_— 


| and underneat 


BUSINESS PAPERS 


1170 BROADWAY, NEW YORK } 
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under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago 2 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angel -s 

Memphis, St. Louis, San Francisco 


New Postal Notes 
~ there’s something new Expected fo Aid 


| postal notes to be offered by the 


'tising, Edward N. Mayer Jr., presi- 


/meeting of the Direct Mail Adver- 


| Fractional dollars can be con- 


Mail Advertising 


New York, Oct. 25.—The new 
Post Office Department on Jan. 1 
will stimulate direct mail adver- 


| dent of James Gray, Inc., told 900 
executives at the 25th annual 


tising Association here Friday. 
The notes, he said, will be issued 

in 10 denominations from $1 to 

$10 at a cost of only 5 cents each. 


verted into stamps. Two detach- 
able receipts are printed on each 
note, both of which the remitter 
will fill in, retaining one for his 
record of remittance. The other | 
will be removed by the recipient, | 
before cashing the note at any | 


| bank or post office. | 


Mr. Mayer, vice - president of | 


'DMAA, urged advertisers not “to 


waste postage by affixing both 
special delivery and special han- 
dling stamps on parcels.” He esti- 
mated that $300,000 was wasted 
last year in paying for this dupli- 
cate service. 


Text May Vary 


Under Postal Laws & Regula- 
tions, Section 562, covering ‘200 
identical pieces or 20 pounds,” the 
pieces need to be the same in 
physical appearance only. Text of 
letters or circulars sent under this 
third class bulk mailing may be 
different. 

James S. McCullough, advertis- 
ing manager of Yale & Towne Mfg. 
Company, Philadelphia, discussed 
“Sparking Industrial Printed Pro- 
motion,” and Earle A. Buckley of 
Earle A. Buckley Organization, 
Philadelphia, urged advertising 
writers to “Say it sincerely and 
interestingly, as you would want 
it said to you.” 

W. D. Molitor of Edward Stern 
& Co., Philadelphia, told direct 
mail advertisers to avail them- 
selves of their printers’ knowledge 
in developing more effective cam- 
paigns. 

The volume of direct mail ad- 
vertising in 1943 was about $530,- 


What’s WORCESTER Going 


to Buy 


for Home Appliances—POST WAR? 


AS 
. AS NEW REPLACEMENT 
According to a Recent Survey by TOTAL OR FIRST. OF PRESENT 
Fact Finders Associates, Inc. ta a 
No. % No. % No. % 


Washing machine 


654 21.7 | 507 16.8 | 147 4.9 


Electric refrigerator 


525 17.4 | 458 15.2 67 2.2 


Vacuum cleaner 


429 14.2 | 330 10.9] 99 3.3 


Electric toaster 209 6.9 | 152 5.0 57 1.9 
Electric range 168 5.6 | 154 5.1 14 o 
Gas range 112 3.71 75 2.5 37 1.2 
Pressure cooker ft} 86 2.9 83 2.8 3 of 


Electric percolator 


82 2.7 67 2.2 15 5 


Here’s just part of a page from one of the 
most searching post-war buying surveys ever 
made — “The Post-War Buying Plans of 
Families in the Worcester Area,” by Fact 
Finders Associates, Inc. 

Notice that in every twentieth family surveyed, 
16.8°¢ will purchase their FIRST washing 
machine, 15.2°¢ their first electric refrigerator, 
10.9°° their first vacuum cleaner, etc. This 


study is packed full of such facts — facts to 
help you gauge this major market, by every 
standard a MUST market. Send for your copy. 


Study it well. 


Blanket coverage of the Worcester, Mass., 


market is available with 
Gazette's circulation: over 


the Telegram- 
130,000 Daily, 


over 80,000 Sunday. City Zone Population: 
235,000. City and Retail Trading Zones: 


440,770. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETT 
a GEORGE F BooTH PubGisher- 
ASSOCIATES, NATIONAL REPR 


OWNERS of RADIO STATION WTAG 
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000,000, said Edward D. dde 
vice-president of McCan: & 
son, Inc., New York. T 
almost as large as the 
radio, $325,000,000, and fi 
zines, $225,000,000, combir 
Madden emphasized the d¢ 
checks to determine dire > 
effectiveness. 

Howard Korman of \ ; 
Erickson, president of the )\ya; 
introduced representatives of », 
38 advertising organization wh), 
sponsored the meeting. 

Winners in the associat 


nual direct mail contest and os. 
cers for the new year, he: deg 

Mr. Korman, were reported in 4; 
Oct. 23. 


Ohio Select List 
Elects Officers 


Raymond E. Dix of the Wooste 
Record has been elected presi 
|of the Ohio Select List of Daj 
| New yspapers. Other new officer 
are: Frank W. Spencer, 
Advocate, secretary-treasurer, a; 
R. L. Heminger, Findlay Repub 
can-Courier, vice-president 

Elected officers of the Advert 
ing Executives Association of th 
Ohio Select List were O. O. ( erly 
Chillicothe Gazette, presiden 
Richard A. Ball, East Liverpoo 
Review, v ice-president ane 
George Kenward, Ravenna- ‘Ker 
Record, secretary. 


Latin American Guide 
Issued for Advertisers 


| A guide to newspaper, magazin 
and radio advertising in Sout 
j}and Central America, Mex 
|Cuba, Puerto Rico and the less 
| Antilles will be available soon | 
exporters, advertisers and agenci 
| to assist them in planning La 

| American campaigns and prom 

| tional efforts. 

| To be published by Fran 

| Lopez, New York, the guide wil 
be entitled “Latin American Rat 
and Media Guide,” and will 
clude a listing of all leading put 
lications and radio stations 
those countries. 


The Diesel market has many 
ramifications. The marine field. 
for example, represents a mar 
ket for Diesels plus an equ ily 
important market for everything 
needed on the thousands of ie 
sel ships and boats in servic 
Therefore what is commonly re: 
ferred to as the “Marine Diese 
Market” is in fact also the mo- 
torshipping market which en 
braces all phases of Diesel ve-se! 
construction, equipment, oper 
tion, maintenance, and rep. ''- 

Similarly the “Industria! |) 
sel Market” embraces every!) 
needed to set up and run a i 
‘| dustrial Diesel plant. Ty)! 
examples of what is int 
are generators, switchboar: vie 
bration control equipment. | ° 
‘| trie lighting systems, he 'n¢ 
| plants, fuel storage tanks. 0! 

ing towers and all the suy ! 
| and services required to °°! 
the plant running. 

Two kinds of coverag 
needed—horizontal and v« u 
Our two magazines in com 
tion provide horizontal er 
age. Either will provide v: 
coverage. as for example 
TORSHIP’S marine circu 
For blanket or horizonta 
erage use both magazines. 
are the only A.B.C. Diese 
lications. Their combined 
circulation is greater tha 
other Diesel publication it 
combination rates are attr: é 
ly priced. 


DIESEL 


PUBLICATIONS, 
‘192 LEXINGTON AVE 


NEW YORK 16, N. 
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J. B. WILLIAMS CO. 


Times Magaz 


uses he New York Simes Magazine 


as a basic unit in its national 
magazine campaign 

(campaign prepared and placed by 
J. Walter Thompson Company, Inc.) 


“L eatherneck 


Because The New York Times Magazine 
is read by a nationwide audience of 
men who know quality. want quality. 
buy quality, advertisers include it 

in their national magazine schedules. 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


Chicago Clothier 
Repeats Greeting 
‘to Yanks in Paris 


(Picture on Page 59) 


Chicago, Oct. 24.—Hart Schaff- 
/ner & Marx, maker of men ’s cloth- 
| ing, once again has scored a war- 
| time scoop on its rivals. 

In World War I, outdoor posters | 
'erected shortly after the 1918 
Armistice in principal French ports 
| read, “Stylish clothes are ready 
for you in the good old U. S. A.— 

| Hart Schaffner & Marx.” Recently, 
the first American advertiser in| 
Paris was Hart Schaffner & Marx, 


|“Liberation Day,” had four large 
|posters put up. Three are on the 
| Champs Elysees, one directly 
across from the Grand Hotel, 
| which is now an Army club. 

| American soldiers, the reports 
say, read with amazement, “Con- 
gratulations on a job well done! | 
Hart Schaffner & Marx Clothes— 
oO. oa 


which on Sept. 24, 30 days after | ha 


| A V-mail leiter to Meyer Kestn- 
|baum, president of the company, 
|from Lt. Col. M. R. Traurig, gives 
an officer’s viewpoint of the mes- 
| sage, while the adv ertising depart- 
| ment of the company in Chicago 
|received a letter from a G.I. de- 
scribing his reaction. ’ 

Col. Traurig says, “. . . We both 
thought that it was a grand ges- 
ture and one which will be long 
| remembered by many Americans 
|who are over here. It’s the only 
|one of its kind... either in Eng- 
land or France.” The G.I., Lee T. 
| After t Fairfield, Ia., wrote: vss 
After taking another look and feel- 
| ing my head, I realized that it 
| wasn’t one too many and that I 
wasn’t seeing things. The result 
has been spectacular with officers, 

Wacs and G.I.’s .. . it stops ’em 
| all and brings much favorable 
comment.” 

Of the job, Ed Richer, advertis- 
ing director of Hart Schaffner & 
Marx, said, “It was accomplished 
very quickly and without violating 
in the slightest any military or 
| civil restrictions.” The company’s 
|} agency, BBDO, made the contacts 


SEATTLE 


Important BLatltle Base 


of the Ohh 


The Seattle area will be at war long after the end of the European 
conflict relieves pressure on Eastern cities. There will be no let-up in 
the Seattle-Bremerton area until the final defeat of Japan! This is a 
fact of real importance to producers of trade-marked goods. Employ- 
ment is practically 100% in Seattle. More help is needed. Per capita 
“effective buying income” is $2,251 annually . . . 204% above the 
national average. It will continue so for many months to come. Alert 
manufacturers will take advantage of this unusual circumstance to 
establish their products quickly, firmly and economically in this market. 
In selling Seattle, remember — The Seattle Times is the preferred 
newspaper in 7 out of 10 Seattle homes. 


TRUE STORY SKETCH: This battleship, with a temporary false bow, dry-docked in Puget Sound for repairs. 


SEATTLE and the PACIFIC 


SN Site 


suite 


“Se 
Represented by O'MARA & ORMSBEE, Inc New York, Detroit, Chicago, San Francisco, Los Anat tm ae Sal 


ee 


es egg PES. 


WAR * * ® Boeing’s B-29 is built here; full production is scheduled for many 


months ahead. 


Seattle is 13th Naval District Headquarters, where hundreds of war- 
ships are repaired and supplied — employing tens of thousands. 


Destroyers, lighters, minesweepers, aircraft carriers and nearly all 
types of naval craft have been, and will continue to be built in this 
area. There will be no let-up. 


HEAD AND SHOULDERS ABOVE ALL SEATTLE PAPERS 
0 
‘ 
—_ —_— § a. = 7 
a THE te 


; ‘Sea TILE Times 


ts ne Wemuewes.. 
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which led to erection of 
plays. 
Posters Only Mediu», 

Poster advertising is at the pre. 
ent time the only medium 4 
can be used in Paris. He 
there have been only poste: 
government and for official! ») 
ganda. To make the signs. Pie,, 
Elvinger, Paris agent for H-» 
Schaffner & Marx, had to ineoy, 
such Parisian rarities as lin, 
thread, paints, nails, etc. The gigs. 
were sewn at night, electric, 
being lacking during the day. 

The Paris office reported th 
before the war it could produce. 
dozen linen posters in 48 hoy 
Now it takes two weeks to max 
only two or three. 

The effectiveness of the pr; 
congratulatory posters is enhance 
by the lack of other media, +; 
Paris office reporting that for ; 
present, no radio advertising is a¢ 
cepted, the movies have bee 
closed for more than two month, 
and weekly newspapers, magazi; 
and even trade papers, which aD 
peared during the occupation, hay 
no right now to appear. The 12g 0 
more new newspapers which hay 
come out in the past few month 
are still forbidden to accept a, 
advertising because of the pape 
shortage. 


Morgan Elected 


Belden Morgan, promotion mar 
"ager of the Hartford Courant, h 
| been elected president of the Hart 
|ford Advertising Club. Mr. Mor. 
| gan’ s name was incorrectly stat 
as Belden Gordon in Apvertisty 
| AcE of Oct. 16. 


Waddell to D-F-S 


| Eugene Waddell, formerly cop 
|executive of Geyer, Cornell { 
| Newell, New York, has _ joined 
Dancer - Fitzgerald - Sample, Ney 
| York, as a group copy supervisor 


ADVERTISING 
GEARED 
TO SPECIFIC 
OPPORTUNITIES 
AND PROBLEMS — 
THAT'S SPOT 
BROADCASTING! 


Exclusive 

| National 

| Representatives: 

| WGRWEBW ....-000002000 0 
RA KDAL. 


| WPTF 


Ta] 
~ 
o 
_ 
joe} 


KOM A 


and WRIGHT-SONOVOX, 
* 


For latest radio information °@! 


FREE & PETERS, 


| . * . ate 

Pioneer Radio Station Repre. ™™ 
Since May 1932 

CHICAGO: 180 No. Michigan......F ro"! 


| NEW YORK: 444 Madison Ave.....P 2°" 
ATLANTA: 322 Palmer Bidg...... main 
SAN FRANCISCO: Ii! Sutter...... tte 


HOLLYWOOD: 6381 Hollywood Blvd. ra0l'*” 
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Faging 


QUESTION, 


= Pol 


LIKES BOOKS 


DOCTOR: 


The amazing success of America’s war-production 
program is due to which of these three types of men? 


Dr. 9.22. 


(THE MENTAL BANKER) 


JAMES W. 


LIKES MACHINES 


...has a knack for mechanics and 
mathematics. His is a scientific quo- 
tient...an “Sc. Q.” form of an “1. Q.” 


ANSWER: America’s production battles are being won by the “Sc. Q.’s” 


- « « - the men who know how to make things and make things work 


MIRACLES in this war have been many. 


Just one of the superhuman achievements is the unending stream 
of tanks, planes, ships, and other weapons supplied to our fight- 
ing men. Who is responsible for them? “American production,” 
say some. Yes, but American production didn’t just happen; it 
is the work of a certain type of American. 


PSYCHOLOGISTS call them the “Sc. Q.’s”—the men with the 
scientific form of intelligence quotient. You know these men 
by such names as Ford, Sloan, Higgins, Sorensen, the Wilsons 
(of General Electric and General Motors). But there are thou- 
sands of others—just plain Bill Smiths and Jim Browns. 


Known and unknown, these men would rather tinker a machine 
than read a short story. Just as in war they have shown what 
science and industry are capable of, so tomorrow they will pro- 
duce for you peacetime miracles of better stuff, better materials 
and better design than any you have known. Truly, these men 
are America’s pacemakers. 


POPULAR SCIENCE Monthly is read by more than 700,000 of 
America’s “’Sc. Q."" men 


For over 70 years, an immense audience of mechanically-inquisi- 


THE NEWS PICTURE MAGAZINE OF 


CHICAGO e CLEVELAND oe 


SCIENCE AND INDUSTRY 


DETROIT e 


tive men—the “know-how” men—have looked to this magazine 
to keep them abreast of new developments. Because of their 
interest in the new, they constitute a unique market. For they 
are not only first readers but first buyers. Surveys prove that in 
ownership of all kinds of mechanical products—automotive, 
household, industrial—they rank higher than average. 


FOR THE ADVERTISER, these are the first people to sample with 
that new mechanical product. They are a sales army, over 700,000 
strong, which will act as a spearhead of influence to gain new 
users of products which they approve. Put these men at the top 
in your plan-making! There is no other audience you can ad- 
vertise to quite like this group. And they are yours, as a unit, 
only through the pages of POPULAR SCIENCE Monthly. 


Sx 


LOS ANGELES se 


~—_ 
Te 


Mc- 


CLAIN, the “doctor” 


of the popular “Dr. 
1. Q.” radio program, 
through which millions 
have gained a new 
interest in the workings 
of the human mind. 


SAN FRANCISCO 
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Morton's Using New 


Related Item Series 

Morton Salt Company, Chicago, 
is placing the fourth in a series of 
nationwide, related item campaigns 
in magazines, newspapers, posters 
and radio, the latest with 


mixed with dry ground coffee... 
brings out deeper, richer flavor, 
more aroma and bouquet.” Ken- 
yon & Eckhardt, Chicago, is the 
agency. 


Complete Coverage 
of one of the 
greatest 


post-war industries 


the | 
theme, “A pinch of Morton’s salt | 


|available, but 


|| do 
}| months before the actual units roll 
off 


The first week in November will 
witness the official unveiling of a 


couple of important postwar 
household refrigerator lines, ac- 
cording to the trade, which ex- 


which 


Railroads, 
legislated out of most other forms 


keynote. 


of transportation business, are 
plugging hard for an “integrated 
transportation plan,’ under which 


pects to get a look at G-E models} operators of any form of trans- 


then. None of the boxes—includ- 
ing a number of models embrac- 
ing cold-freeze units— will be 
release of the de- 
tailed blueprints indicates that the 
companies involved are ready to 
proceed with manufacturing, and 
not believe it will be many 


the line. 


To make room for postwar ex- 
pansion of Life to 9,000,000 circu- 
lation, Time, Inc., is moving Archi- 
tectural Forum from the Time & 
Life building in Rockefeller Cen- 
ter to the Empire State building. 
Fortune also will be moved. 

oo oo oS 


There’s a bitter fight 


_| waged in the transportation field | points, 


| ers. 
'of intercity truck lines especially 
fare scared to death that under 


portation would be permitted to 


/engage in any other form, in order 


to provide an integrated system of 


'transportation to provide for all 


the needs of shippers and travel- 
It sounds good, but operators 


such a government-approved sys- 


item, the big bad railroad wolves 
| (currently reported to be hauling 
| almost 72% of all ton-mile volume 
of intercity traffic) would swallow | publications and direct mail for 


the truck and bus lines, and make 
them subordinate feeders for rail- 


|road traffic instead of major op-| 


erations on their own. 
So the conflicting interests are 


with the Transportation 


with the word “integration” as the! Association of America carrying 


the largest torch for “integration”’ 
and the Automobile Manufacturers 
| Association, among others, lined 
|up on the other side of the fence. 

a x 


| The brewing industry is in a 


are|dither over the probability that | 
|OPA, on or shortly after Nov. 1, | 


will issue regulations standardiz-+ 
ing beer distributors’ markups, 
after taxes, at 20 to 25%. Here- 
tofore those markups have ranged 
from 12 to 70%. 


Lewin Gets 2 Accounts, 


A. W. Lewin Company, New 
York, has been appointed to direct 
| advertising for Berke Cake Com- 
| pany, Brooklyn, N. Y., using na- 
| tional magazines for the company’s 
| Americana fruit cake. The agency 
| will also place advertising in trade 


Gemsco, Inc., New York. distribu- 
| tor of Army and Navy goods and 
supplies. 

Louis Leon, formerly production 


of Reiss Advertising, 


| manager 


| working feverishly to “educate the | New York, and Chas. Dallas Reach 
being | public” to their respective view- 


|Company, Newark, N. J., has 
joined the Lewin Company in a 


| similar capacity. 


Aad 


No pause in Pittsburgh for re- 
conversion and no pause in pay 


checks either. 232 of our world-famous war 
factories said so in response to a Post-Gazette 
survey. And they added: The same steel we're 
rolling for bombers and battleships—the same 


glass we're blowing for tubes and turrets— 


the same coal we're mining for furnaces and 


factories 


we'll keep right on rolling and 


blowing and mining come peace. 


For the post-war production of consumer goods 


must and will begin in Pittsburgh. New cars 


can't be 


made without our steel. 


Factories 


can’t function without our coal. We're the hub 


in the wheel of post-war prosperity. 


REPRESENTED 


New York . ( aco 


THE NEWSPAPERS ARE THE GREATEST 
ADVERTISING MEDIUM 


NATIONALLY BY 


° Philadelphia ° B 


IN AMERICA 


>t te 


fon . 


Because 


Yes, this is Lucky Pittsburgh 
to Peace with no time-out 


from War 
one of Amer- 


ica’s major markets worthy of consistent culti- 


vation. And incidentally, your advertising 


plans will need no reconversion (and no time- 
out either) if they already include Lucky Pitts- 


burgh’s Post-Gazette! 


PITTSBURGH 
POST-GAZETTE 


One of Cmerisas Creat Mowepapers 


PAUL BLOCK AND 


Detroit © San Franctsco . 


ASSOCIATES 


Los Angeles ° Portland 


Each day 47,000,000 Newspapers are Bought. Each day 
the peaple of America pay $1,500,000 for their News- 
papers. The people desire advertising in their Newspapers. 


Adds Production Manager 


Advertising Age, October 1944 


Towel Supplie s 
May Advertise 


| New York, Oct. 24.—p 


under way for publici: the 
newly organized New Yor’ Stu, 
Association of Towel and Linu 
Suppliers, composed of to and 
linen supply operators New 
York City, Buffalo, Ro este 
Poughkeepsie, Kingston, igars 
Falls, Utica, Binghamton, Syn 
cuse, Dunkirk and Albany. ~~ 

Edward E. Fuchs, execut \e ge. 
retary of the 40-year-old Toys 
Service Bureau of New York ang 
downstate secretary of the ne, 
organization, said final o aniza. 


tion details are being wo: 
following a meeting of 50 
tors in Albany. Pending incorpo. 
ration of the association, Wjj]jqy 
L. Sylvester, president of th 
Towel Service Bureau, is acting ; 
chairman. 


GA Out 


Dera. 


Mennen Appoints 
Bonham Ad Director 


Lewis F. Bonham has been ap. 
pointed director of advertising an¢ 
sales promotion of the Menne 
Company, New. 
ark, N. J 


, Ma: 
ker of men 
shaving requi- 
sites and baby 
products. 

Mr. Bonhan 

has been a: 

sociated for th 
past six years 
with Personal 

Products Cor- 

poration, Mill. 

| Lewis F. Bonham town, N. J., 
the capacity 

merchandising and _  advertisin; 


manager and in other executiy 


| positions. 


Mavest to Sneider 

Mavest, Inc., New York men’ 
clothing manufacturer, has ap- 
pointed A. M. Sneider & Co., Ne\ 
| York, to handle a_ forthcomin: 
campaign planned for national a1 
trade publications. 


| Good Readin¢ 
Habit... 


Alert young Canadi 
women are in the ha 
of turning to Chatela 
for help in every fi 
of activity — for inf 
mation on home ma 
agement, cooking, c! 
welfare, handicr: 
fashions, health 
beauty; as well as 
tertaining fiction 
articles about pe 
and affairs. Circula' 
over a quarter of a 
lion, reaching 
four English - speal 
urban homes in Can 


‘hatelai ( 


lhe Conadian HOAK s 


one 


481 University Ave., Toronto - 
New York, Chicago, Montreal, L« 
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The dollar sign is the answer. It completes 
the well-used television formula $+ S, or 
Sight plus Sound, and it’s one way to say 
that television will bring profit to you. 

S+S=$ has been just a promise for a 
long time. But it’s due to become an excit- 
ing reality shortly after victory. 

Television is “personal call” salesman- 
ship...showing your actual merchandise 
in its most favorable light to small family 


groups at home... demonstrating your 


DuMont Television Studios and Telecasting Equipment De pt. of Allen 
B. DuMont Laboratories, Inc., Station WABD, 515 Madison Ate.. 
New York 22,N.Y.General Offices and Plant, 2 Main Ave.,Passaic,N.] 


perfected sales talk. This is the most success- 


products in use while the persuasive Voice 


of a master salesman delivers a polished and 


ful selling known. And you'll be using it— 


not in one home at a time — but in millions! a 


Y Sig 


Enterprising, quick-acting advertisers and 
their agencies are now learning the tech- 
nique and the tremendous potential of tele- 
vision by producing their experimental 
programs at DuMont’s pioneer New York 
Television Station—WABD. 
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Issues Booklet on 
Label Controversy 


Minnesota Valley Canning Com- 
pany, LeSueur, Minn., packer of 


Advertising Age, October 3. jg. gm 


| been formed to meet with commit- 


Outlines Progress | tees of the American gg one 
. | of Advertising A ies. e 
of NEA Ad Service sx: as this will benefit all weekly 


su 
newspapers.” 


practices; (8) maintain a year- 
round program providing material 
for the publisher to promote and 
advertise his business within his 
own trade territory. 


Advertisers As xe; 
to Aid Army Nurse, 


; rege Chicago, Oct. 24——In a member-| When more than 5,000 publish-| Principal functions of the bu- Wa 
caees tee cond ae hae. ger, ship-drive bulletin for its non-|ers cooperate, as they are now do-|reau will be the promotion of Red Cross Dri, a) 
ing as against grade labeling in a| Profit affiliate, Newspaper Adver-| ing, the bulletin said, national rep- | readership surveys among weekly New York, Oct. 24.—Ad\ tigi, 
new pooklet, “Some Thoughts on| "Sing Service, the National Edi-| resentation can be secured through | papers, including a survey of the|support of a campaign t en}, 
Labeling,” written from a con- torial Association declares that| NAS at an 8.3% cost. market area covered by the paper, 10,000 urgently needed Army 
sumer viewpoint and distributea| NAS has handled over $400,000; Establishment of a weekly news-| its purchasing power, industries, |nurses is urged by the W.r Aj. 
to the home economics field. worth of advertising between April| paper promotion and research bu- | and other data relative to the trade | vertising Council, cooperat) » wi 


@ @ @ the source of daily 
business news .. . the pref- 
erence of management men 
@ @ @ in the greatest indus- 
trial area—the central west 


15, 1943, when it was incorporated, 
and the same date in 1944; that 
some 5,000 publisher members are 
willing to cooperate with the or- 
ganization; and that the NAS has 
“developed a closer relationship 
with the advertisers and their 
advertising agencies.” 

The service was established by 
the NEA to facilitate merchandis- 
ing and selling national advertis- 
ing for the hometown newspapers. 
The bulletin reports, “The story 
of the hometown newspaper is for 
the first time in many years reach- 
ing those who buy advertising. 
Your own organization (NAS) is, 
with the cooperation of publish- 
ers themselves, developing a closer 
relationship with the advertisers 
and the advertising agencies. 


reau was announced by the NEA 
board after more than 100 pub- 
lishers from 30 states had urged 
such a bureau “for the betterment 
of the small town press of Amer- 
ica.” 

The bureau, which will devote 
itself solely to research and pro- 
motion within the small town 
newspaper field, is based on an 
eight-point program: (1) research 
and production of promotion ma- 
terial for the use of advertising 
agencies and manufacturers who 
are national advertisers; (2) ac- 
curate circulation statements; (3) 
uniformity of advertising rates; 
(4) a merchandising service; (5) 
publication of standard rate cards 
by all papers; (6) supplying of 
information about trade territory 


area. Financing of the bureau 
will be done on a membership 
basis. 


Vladimir Names Jones 
to New Chicago Office - 


Irwin Vladimir & Co., New York, 
will open a new office in Chicago 
under the name of Irwin Vladimir 
& Co. of Illinois, Inc., to service 
Midwestern accounts for export 
advertising. 

Joseph A. Jones, newly - ap- 
pointed manager, has been assist- 
ant chief of the export advertising 
program in the Office of the Coor- 
dinator of Inter-American Affairs 
for the past year, and previously 
was chief of the automotive divi- 
sion with the Board of Economic 


the Army Nurse Corps a: 
in an intensified recruitin 

A new campaign guide, ; 
by the Army’s recruiting ; 
bureau and distributed jy t, 
Council to advertisers, agen 
media, said that “This is a 
help and it’s directed to al] 
can women. It’s an eme: 
call coming straight from thoy. 
sands of hospital bedsides on eye 
front, at home and abroad , | 
straight from the tired nurses wh 
fight in small numbers against th; 
lists of growing casualties.’ 

The message adds that “th 
attrition rate in the Army Nurs 
Corps is perilously close to bein; 
equal to the enrollment rate—an; 
casualties are mounting!” 


Kirk Outlines Needs 


“ie Committees of publishers have! by all papers; (7) better printing | Warfare. Major General Norman T. Kirk 
lin surgeon general of the Army, say; 
” that “to provide adequately fo; 


our soldiers overseas and to give 
them the care they deserve her 
at home, the Army Nurse Corp 
must have 4,000 graduate regis. 
tered nurses immediately. Six 
thousand more graduate nurses 
will be needed before June 1, 1945 
This figure is based on the present 
rate of casualties. If some unfore- 
seen disaster should develop, the 
need might be greater.” 

The campaign guide offers ad- 
vertising suggestions for use i 
newspapers, magazines, radio an¢ 
posters. H. M. Warren, Union Car. 
bide & Carbon Company, is Coun- 
cil coordinator on Army campaign 
and Evelyn Blewett Council staff 
manager. 

The Council also has issued 3 
campaign book for the 1945 drive 
of the American Red Cross, to be 
held next March. The slogan wil! 
be, “Keep your Red Cross at hi: 
side—Give!” Paul Ellison of Sy)- 
vania Electric Products Compan) 
is coordinator and Ruthrauff 4 
Ryan volunteer agency, with Mis 
Blewett Council staff manager. 


On Thursday morning, October 5, the people of 
Rochester, N. Y., awoke to find themselves without a 
newspaper for the first time in 26 years. 


Anxious citizens, scanning the street from their local papers they could gather from the stands and dealers . . . 


sold their supplies in a twinkling at 20 and 25 cents per copy 
in downtown Rochester and could have sold many times more. 


front doors, found only equally anxious neighbors 
asking: “Did you get your paper this morning?” 


One news commentator read the death notices over the air. 
It took nearly fifteen minutes to go through the list . . . and 
the listeners who tuned in at “Jones” never did learn whether 
Aunt Molly Brown had passed away in the night—that item of 
news was gone beyond recall. 


News-stands were bare . . . trains, trucks and busses left 
without their usual shipments of papers for more than a 
hundred surrounding cities and towns. People as far away 
as sixty-five miles questioned friends: “I wonder what could 


have happened to the Rochester Democrat today?” 


Hundreds who wanted to tell Rochester about their lost dog, 
their need for a home, a helper or a job, found themselves 
completely mute. Parents and friends, accustomed to scanning 
the war’s daily casualty lists, multiplied their anxiety day by 
day without solace. 


And so it was in the evening, and the next day ... on 
through Sunday until the following Tuesday evening, when 
Rochester newspapers were able to resume publication because 
i conciliators had persuaded 160 typographers to submit their 

; difficulties te arbitration. 


Stresses Shoe Saving 


Fall advertising for Ritchie 
shoes, made by John Ritchie Com-§ 
pany, Quebec, stresses conserve- 
tion with rules on “How to Make 

. Your Shoes Last.” Copy will t 

: On Sunday, ministers gave bits of significant and relevant etch in nes eg a ~ st 

: : : ravure sections of national week: 

news—announced deaths, birth, church and community events. end publications in Canad: 

through Cockfield, Brown & C 
Montreal. 


—- How did Rochester people fare without their newspapers? 
ae Could modern science, through newer and different means of 
communication, provide a substitute? Would Rochester people 
really miss their newspapers? Throughout the five and a half days, the hottest rumor on 
Rochester’s streets, across fences . . . most avidly sought and 
passed along . . . was the latest tip: “It looks like we'll get 
newspapers again tomorrow, or maybe the day after.” 


WELL, here's what happened- 


TELLS HOW YOU call 


ADVERTISE 


TO THE 


ADVISERS 
7,000,00) 


FARM FAMIL :5 


At 5:30 A.M., Thursday, the Rochester newspapers began 
announcing over the city’s three radio stations that there 
would be no newspapers .. . continued to do so at frequent 
intervals the Fortunately these Rochester 
_ newspapers operate one of the three stations, which enhanced 
2 the facilities, but the other two stations cooperated splendidly. 


* * * 


throughout day. 


ARE newspapers important to Americans? Are they mere 
amusement and escape 
service ? 


or are they a vital and necessary 
Has the wizardry of modern science developed any 
substitute for newspapers as a means of informing the public? 
Has anything else won away the interest and confidence and 
trust of those to whom advertisers refer as “consumers”? 


However, early in the day the load on the phone lines had 

become so great the local telephone company made special 

ae arrangements to facilitate the traffic. By 

an aay 30,000 inquirers had phoned . . . requesting information as to 

the whereabouts of their paper; by that night, more than 

50,000. (That equals about 50% of all the families in Rochester's 
City Zone). 


noon more than 


Have any of these things happened? 


Well. just come up to Rochester and ask the folks. They'll 


he glad to tell you because they’re still talking about it. 

As frequently as six or seven times every day the Rochester EFFECTIVELY! ECONOMIL LY! 
newspapers, over their station and through all the time they . ; 
could purchase on the other stations, tried to serve the people A colorful, comprehensive fa 
with summaries of the news. || prospectus explains all about t 

ities of the most influential f 
agricultural America . . . TH 
4 TY AGENTS .. . Advisers of 
Bor newsdealers found people clamoring for the complete. e 0C es er emocira ronic e farm families; how you cai 
: ously call your products to the 
documented illustrated news they had so long been accustomed tion, at an economical cost 
to. War time paper restrictions made it impossible for outside - . Ages on NTY Fag rs DIK 
. . . +s ngiy respected, Indispensa 
newspapers to ship into Rochester. So some enterprising souls The Rochester Times Union ence book for Agricultural | 
went to Buffalo—70 miles away—bought up all the copies of workers. Write today for yo 
z the prospectus . .. yours for " 
|} ing. Tell the men who tell t 
|] what to use, what to buy, w/ “ 
aes |} it... UP your farm sales . 
fu rTHE COUNTY AGENTS DIR ; 
223 W. Jackson Blvd., Chic 
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“~~ (And Chicago’s BASIC Advertising Medium Will Open 
ger. ,; 
: | These Doors for YOU) 
e F 
wavs very week-day evening one of the most important 
Pa buying groups in America welcomes The Chicago Daily News to its HOMES. When, through 
—— the instrumentality of this newspaper, these home portals are opened to your advertise- 
> AN ment more than a million reader-friends are your audience. And this audience is Chicago's 
‘ F key audience. 
It is an audience that reads leisurely—and thoughtfully—in the relaxed hours and 
comfort which the family fireside provides. It is an audience of almost endless needs and 
Ss desires. It is an audience that responds so abundantly that for 43 consecutive years adver- 
tisers have placed more Total Display linage in The Daily News than in any other Chicago 
} | newspaper—morning, evening or Sunday.* Such leadership could not be so long maintained 
-¢ if The Daily News had not proven itself to be 
iV CHICAGO’S BASIC ADVERTISING MEDIUM 


THE CHICAGO DAILY NEWS 


FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


AILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rock 
ETROIT OFFICE: 7-218 General Motors Building AN) FRANCISCO OFFICE: H 
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Seeks Ruling on 
Vitamin D Patent, 
Licensing System 


were held by the Wisconsin 
Alumni Research Foundation, 
which granted a number of firms, 
including du Pont, Quaker Oats, 
Standard Brands, and others, ex- 
clusive rights to make. specific 
vitamin D products. af 

Just a year ago, Assistant At- 
torney General Wendell Berge, 


chief of the anti-trust division, 


told the Kilgore committee of the | 
Senate that the Steenbock patents | 


jectives were lost,’ Mr. Berge de- | 


clared, and “the quasi-public re- 
search organization was flagrantly 
misused.” 


Many Offenses Changed 


He claimed that it created a do- | 


mestic monopoly by dividing fields, 


encouraging price fixing and con-, 


trolling container size and potency; 


search unless a commercial ad- 


exhibited a lack of interest in re- | 


Washington, 25.—The De-| 


| partment of Justice followed up a| were not valid at all because “Dr. | vantage was obtained; suppressed 


. | searching study of the patent wars; Steenbock did not invent any-|or prevented truthful advertising, 
i | waged over synthetic vitamin D/| thing.” and committed a number of other 
5 | by instituting court action this He explained how the process offenses. 

TN WM | week in an effort to get a final|for synthetic production of the “As a result,’ Mr. Berge as- 
a ‘ruling outlawing the famous|/sunshine vitamin had been de-|serted, “the public was charged 
“Pm works hile I , |Steenbock patents, and breaking veloped by Dr. Steenbock, offered| excessive and arbitrarily high 
mM WOrking awniwe Longer, | up a licensing system which alleg-|to the University of Wisconsin, | prices,” with the poor, who needed 
dear. WEDF Flint says edly suppressed competition in the} but actually exploited by the|this preventative and cure for cer- 

aT ld tal manufacture and sale of vitamin! foundation set up “to protect the| tain diseases, as major sufferers. 
you get your o JOO 'D foods and drugs. public and prevent unscrupulous! According to Mr. Berge, the 


Subject of court battles for many 
years, the Steenbock patents 


commercialization of the patent.” 
“Over the years, the laudable ob- 


| foundation’s royalties climbed to 
nearly $1,100,000 in 1936, and up 


hack!” 


MEETING«WARTIME DEMANDS 


M itions of impressions are pouring from our giant 


presses for various government agencies, and for 


WORK. 
THINK 


ann FIGHT 
FOR 
Victory 


industry. Objectives: 1. Aid our fighting men. 
2. Inspire Americans here at home to become active 
in many essential wartime operations . . . Come 
VICTORY, these facilities will be ovailable to help 


YOU speed reconversion and secure the PEACE. 


— «BBRFORBES 


NEW YORK 


LITHOGRAPH CO. 


P. 0. BOX 513 + BOSTON 2 


CHICAGO CLEVELAND ROCHESTER 


Advertising Age, October 3 jg, 


| Some words fool you: 


“ae 


FAST means........: 
Py 


FAST means.......°>* Z ‘4 
“= oe . ees v 
but BALLANTINE Ale Beer 


always means... <> 


| 


So 


e% 


FOOLPROOF—That's what P. Ballan. 
tine & Sons, Newark, claims for the 
qualities of Ballantine ale and beer jp 
its newest newspaper campaign being 
placed through J. Walter Thompson 
Co., New York, in more than 1/30 pa. 
- pers throughout the country. The theme 
will be adapted to car cards and radio, 


Finest since 1840 


oe 


| to 1940, it haa collected $8,500,001 
| In intervening before the fed- 
|eral district court in Chicag, 


against the foundation, the goy- 
jernment again pointed out that 


“arbitrarily high and unreasonab|k 
prices prevailed.” During the past 
seven years, the cost exclusive o! 
royalties of manufacturing vitami: 
|D was less than 15 cents per mil- 
lion U. S. P. units, the government 
|said. During this period, licensees 
Abbott, Mead Johnson, Merre! 
Parke-Davis, Squibb and Win- 
|throp have sold vitamin D 
pharmaceutical wholesalers at 
prices between $2.65 and $7.70 pe: 
million U. S. P. units, and the 
public has been charged $3.35 t 
| $10.80 for the same product, the 
| government said. 

In addition to invalidating the 
patent and license held by the 
drug firms, the government actior 
would outlaw exclusive use 0! 
vitamin D processes by du Pont 
Quaker Oats, Standard Brands 
Gelatin Products Corporation, Bor- 
den, Carnation, Pet Milk, Indian: 
Condensed Milk, Nestles, and Vita- 
mins, Inc., in the food field. 


Opens Hollywood Office 

C. E. Hooper, Inc., New York 
has opened a West Coast office | 
the Equitable building, Hollywoo 
and Vine Sts., Hollywood. 
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JANN & KELLY, INC. 


National Representatives 


EVENING EXCEPT SUNDAY 
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Can Brand Advertising Take Up 


i American business has two enormous customers. 
First, a group of nations fighting an all-out war. 


Second, a public of 130,000,000 people with more money than 
they ever had in their lives. 


Thanks to these two huge customers, America’s income for 
1944 has now hit an all-time high—158 billion dollars a year. 


* * * * * 


Compared to the national income of 98 billion dollars in 
boom-year 1928, this 158 billion dollars would seem to be 
cause for complacency. 


Not so. It should actually be cause for alarm. 


For when war buying stops, and War ceases to be our leading 
customer, America cannot go back to its 1928 income level. 
Instead, America must create 55 million peacetime jobs. And 
economists agree that to support these 55 million jobs, we 
must produce at least 140 billion dollars of goods and services 
per vear. 


In short, America must find a new customer to replace War 
or else face a crisis that will make the Great Depression 
seem tame by comparison. 


—And this means that brand advertising is face-to-face with 
the most tremendous job it ever was called upon to tackle. 


* * * * * 


It is self-evident that a country which has production facili- 
ties to attain 158 billion dollars of income in wartime, can 
utilize that same production capacity to attain 140 billion 
dollars of income for Peace. 


But production alone is not the answer. Production alone is 
not enough. 


For after these goods have been produced, they must be sold 
before they can be turned into income. And selling is where 
brand advertising comes in. 


Brand advertising is a public service, which enables the 
American public to judge quality, price and value, and gives 
millions of people a logical impulse to buy. 


Put brand advertising to work on a product, to meet any 
need, and three dynamic economic forces—greater demand, 
greater production, and lower and yet lower prices—swing 
into action. 


This is how jobs are created. This is how wages are paid. This 
is how factories and mills are kept humming. This is how 
stores and shops keep open. 


This is how brand advertising works. 
Ss Ss es 


During the war years, the day-to-day requirements of the 
American public have built a tremendous, ready-made accu- 
mulation of needs. 


A great postwar buying surge is in the making. 


Right now, as you read these words, the American public 
needs 6,000,000 new cars—merely to replace those which have 
gone to the junkyards since 1941. 


Right now, America’s housewives need 3,500,000 new vacuum 
cleaners, 7,000,000 clocks, 23,000,000 radio sets, 5,000,000 
refrigerators, 10,000,000 electric irons, 3,000,000 washing 
machines, and hundreds of millions of other household items 
that have been war-restricted for two or more years. 


Right now, American girls need 450,000,000 pairs of nylon 
stockings, 850,000,000 items of lingerie, 176,000,000 pairs 
of shoes, 85,000,000 leather bags, 90,000,000 pieces of metal 
costume jewelry, 500,000,000 frilly peacetime dresses. 


Where War Production Leaves Off? 


And the American public has over 100 billion dollars in sav- 
ings—ready to go out and buy. 


* * * * * 


What with all these needs, and all this money, it looks as if 
the American public can replace War as a customer, right 
off the bat. 


So perhaps it might seem that “no brand advertising is 
needed.” 


Nothing could be further from the Truth. 


Even if the public bought like mad for one year, two years 
—what would happen after this first all-out buying spree had 
run its course? 


What force would then swing into action—to get frightened 
dollars out of the cyclone cellar and put them back to work 
on Park Avenue and Michigan Boulevard and Main Street? 


What would happen to these vital 55 million postwar jobs, 
and the 140 billion dollars of national income necessary to 
support them? 


Here is where brand advertising will step into the breach. 


Brand advertising is the father of sales. And it will take sales 
not production alone—to do the job. 


Infant industries are ready to go. Plastics. Television. Elec- 
tronics. Private aviation. Frozen foods. Low-cost housing. 
All they need is greater demand- greater production—lower 
and yet lower prices—to send them into high-gear. 


That is the job of brand advertising. 


* - * * * 


You have only to look at what happened after World War I 

-when a postwar depression was actually underway—to see 
how whole new industries sprang up to supply jobs, build 
income, and get business back on the beam. 


In 1920 the automobile, by and large, was still a luxury. 
Brand advertising brought it within anybody’s reach, sold 
50 billion dollars’ worth of lower-priced cars, and in doing so 
created the need for 440,000 gas and service stations, 95,000 
repair shops and garages, and made jobs for over 10,000,000 
men. 


In 1920 the electric refrigerator was still in embryo. Brand 
advertising went to work and put 4 billion dollars’ worth of 
them into America’s kitchens. 


In 1920 the radio was still a squealing, squawking infant. 
Brand advertising sold 6 billion dollars’ worth of radio sets, 
dotted the landscape with radio stations, and flooded Amer- 
ica’s 35 million homes with entertainment, education and 
news. 


In 1920 toothpaste, safety razors, sanitary napkins, soap 
flakes, baking mixes, flavored gelatines, kitchen cleansers, 
floor waxes and hundreds of other products were compara- 
tive newcomers. Brand advertising enabled them to create 
employment for millions of people, pay billions in annual 
wages. ee & © 


This great economic force, brand advertising, is the reason 
why America’s standard of living, even under the stress of 
war, remains the highest in the world today—and will climb 
higher and yet higher in the postwar years to come. 


With scores—yes, hundreds—of new giant industries ready as 
soon as the Armistice is signed—brand advertising can and 
will sell America into solid postwar prosperity. Can and will 
take up where war production left off. 

Thus, in postwar America, will come those 55 million jobs, 
and the 140 billions of income necessary to support them. 
American postwar prosperity can be just as simple as that. 


FAWCETT PUBLICATIONS INC., 1501 BROADWAY, N.Y. 18, N.Y 


NOTE: This advertisement is appearing in 1000-line space in large-city newspapers and in leading industrial and business 
magazines. It is the fourth of a series, pointing out how greatly everyone benefits by brand advertising. Proofs available on request 
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Trade Associations Step Up 


Acctivities in Marketing 


Growing Interest in 
Research, Marketing, 
Advertising Shown 


Chicago, Oct. 24.— Trade as- 
sociations in all lines throughout 
the country are undertaking the 
most aggressive programs in their 
history dealing with market re- 
search, consumer education and 
cooperative advertising. Based on 
the results of a recent survey, as- 
sociations will be a bigger market- 


ing factor in the postwar era than | 


ever before. 

Comments given to ADVERTISING 
AGE regarding the work which as- 
sociations are doing at present 
show that most of their efforts are 
pointed toward meeting the new 
problems which will be presented 
postwar. Among the projects 
which they have under way are 
the following: 

1. Studies of postwar markets. 

2. Technical research looking 
toward product improvement. 

3. Protecting industry  trade- 
marks. 

4. Developing consumer educa- 
tion and public relations programs. 

5. Studying 
distribution methods. 

6. Education of retail 
people. 

7. Advertising and sales pro- 
motion. 

8. Promotion of export sales. 


sales- 


Much Advertising Foreseen 


One of the outstanding features 
of the survey is the fact that many 
of the leading associations, some 
of which have never before been 
active in advertising, are working 
now on new programs of this 
character. In fact, many associa- 
tion executives reported details of 
new advertising campaigns which 
have been presented to their mem- 
bers, but which cannot be released 
for publication until they are of- 
ficially approved. Thus it is to be 
expected that many advertising 
campaigns not mentioned in this 
report will be launched in the im- 
mediate future. 

One of the most active fields for 
cooperative effort through associa- 
tion advertising is the heating and 
air conditioning industry. ApDvER- 
TISING AGE recently reported a 
meeting of the Indoor Climate In- 
stitute, at which plans for an over- 
all campaign were discussed. In 
addition at least half a dozen as- 
sociations in this general field, 
representing warm air furnace 
manufacturers, stoker companies, 
boiler and radiator companies, oil 


*| KEEP IN VIEW 


CREATIVE. 
WEALTH 


ne ni 


WHEN YOU PLAN YOUR 
SALES AND ADVERTISING 


Creative Wealth gives the 
impetus necessary for success 
to many an idea and many a 
product. It consists of people 
who are able and willing to 
go forward in their thinking. 
Chey are regular patrons of 
the New York theatres—and 
read The Playbill. 


PLAYBILL, INC. 
NEW YORK 12, N. Y. 


OO ORK iE 


| the fire or actually completed. In 


improvements in 


. . ] 
burne: manutacturers and similar 
groups, have advertising plans on | 


some cases solicitation of funds for 
these campaigns is now being 
undertaken. 


Pennsylvania Oil Active 


One of the oldest and _ best 
known association campaigns is 
that of the Pennsylvania Grade 
Crude Oil Association, whose 
headquarters are at Oil City, Pa. 
W. C. Wenzel, executive manager 
of the association, has given Ap- 


|}the superior 


VERTISING AGE a report of the cur- 


rent program, which is three-fold 
in character. 

“The purpose of the Pennsyl- 
vania Grade Crude Oil Associa- 
tion,” he said, “is the encourage- 
ment and protection of trade and 
commerce in the production, 


manufacture, sale and distribution 


of Pennsylvania Grade crude oil 
and its products. To accomplish 
this purpose, the association is 
authorized by its charter to dis- 
seminate information concerning 
qualities of such 
products. Magazine advertising is 
chiefly used to perform this func- 
tion. Substantially increased ex- 
penditures for advertising are con- 
templated for 1945. 

“Of equal importance are the 
two principal activities of the as- 
sociation in research and techno- 
logical development. 
of this program, under the guid- 
ance of the directors, for produc- 


One phase | 


| tion and production research, re- 


lates to the study of more efficient | 


extraction of crude from the sands, 
either through air-gas repressur- 
| ing methods or by water flood; the 
|other relates to the constant ex- 
| perimental work of the Petroleum 
| Refining Laboratory at Pennsyl- 
| vania State College, which has as 
its purpose the improvement of 
the already outstanding qualities 
of Pennsylvania Grade motor oils. 


Much Weight on Emblem 


“The association has designed, 
adopted and owns an insigne, or 
emblem, which is copyrighted 
/under the act of March 4, 1909, 
and registered as a_ trademark 
under the act of Feb. 20, 1905, as 
amended by the act of June 10, 
1938. It was designed to be and 
|is a mark by which the oils pro- 
| duced, manufactured and mar- 
| keted by members of the associa- 


Advertising Age, October ; 


| tion may be identified rea 
is a badge of membershi; 
'evidence that the crude 
,which the refined prod, 
| produced is 100% pure |} 
|vania origin, possessing 

| herently superior lubricati: 
erties for which this crud: 
known. 

“It is evidence also that 
ished product meets or exc: 
minimum specifications s 
by the association. A fiel: 
staff is maintained to as: 
proper use of this insigns 
be of assistance to the me: 

| that they may be fully 
concerning the associatio: 
ties and of their duties to 
| the public against fraud ; 
| position in the sale of 100 

Pennsylvania oils. 

“The association welcom: 

/membership all producers, 
/and sellers of 100% Pure P 


(1) Testing 
ilustrates the TEMPERA 
URE -STRESS-STRAIN-TIME  .uintmed op 
mre embodying the more im temperature 
mortent tests used today in the = the alloy 
Riestion of high strength high The more 
perature alloys 
Sothers, are also listed in the 
below 
Btress-to-rupture 
p 
reep-relaxat) m capabil tres 
Miaidation and or corrosion 
Beet. of temperature uctua- plleal 


ut in ever . . The jet cirplone ond the new 
thorough metals of the turbosepercherger. 
Menderstanding of both the engir coring ore they being develo 
and etallurgical problems en vily leoded elleys in 9 
4 ountes se aa senperaiare. These ore some of the questions answered herein, 


These test®, strese-to-rupture, creep 
and/or corrosion. On the other hand 
the short time tensile test and hot 
hardness test have been proven almost 
worthless in evaluat 


alloys, except for very specialized ap 


plications, and # 


Allows for Dynamic Loading 


er gos turbines ore built on the 
Whet ore these metals ond how 
ped, and what ore the problems involved in 
ervice for long periods of time ot very 


insofer os security regulations permit. 


loads which will produce fracture |" 
more than 2000 hr. Ordinarily, three 
or four points up to 1000 hr. are sufh 


they describe the “his 
load-carrying ability ' of 


cvent 

Changes of ductility and impar 
with time can be measured in the 
ruptured specimens. Usually perio 
strain measurements are made on 
the specimens stretching under the 
lower loads, so that sccelerated creep 
data are obtained 

When the stress-rupture time rele 
tionship is plotted on log-log « 
ordinate paper, & straight line © 


mportent tests include 
oxidation 


ing the service 


of high temperature 


re not included in 


Some of the above terms designete tained which has changes in slope 


» fluctuations 
fies — relatively new types of high tempere: 1, if some structural or surface 
; t ture testing. and these are described 1b inity of the alloy occurs. Such ir 
; icntas 4 briefly below stability may or may not be seri 


of stress concentrations 
ce of ductility with time, 
mbure, stress and rete 


| ae steers 


of shock (impact) F 
with time, temper 


sts are 


4-to-Rupture 

A typical plot is shown in Fig. 2 cont 

At a given temperature, static Creag ileus 

eaking loads of decreasing sine are 

yplied to a set of specimens until it 
possitie to construct ® plot of 
yess against time for rupture These 


but the detection of thene points © 
{ the 


one of the mest useful features © 
2 


A typical plet is shown in Fig. 2 
This test yields data directly # 


seldom extended beyond 


T pereture 


Oxidation end /or corros:on | 
Therma! expansion 
Thermo! uctiwity | 
fffect of fluctuetions 


cable to high temperature bolts. A pio! 
of strain ageinat time is constre ted 
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tising Age, October 30, 1944 


srade crude oil and its prod- 
ho are prepared to furnish, 
y and legitimately, such 
ts to the public which de- 
upon them for efficient lub- 


ctive in Lighting Field 


her association which is in- 
in standards of quality 
es advertising for the pur- 
promoting them to indus- 
iyers is the RLM Standards 
te, of which R. W. Staud, 
iin Electric Mfg. Company, 
aines, Ill., is president. 
RLM Standards Institute,” 
plains, “is a sponsor of a 
eation - Inspection - Certifi- 
program for industrial 
g equipment. It is a non- 


4 


organization operated in the | 


interest. 


specifications for different types of 
lighting units used in industrial 
plants and similar locations. The 
inspection and certification are 
carried on by an independent lab- 
oratory, the Electrical Testing 
Laboratories, Inc., which issues a 
certificate of compliance usually 
referred to as the RLM label for 
all equipment inspected which 
meets RLM specifications. 

“The institute conducts product 
research which is carried on in 
the course of developing specifica- 
tions, and the results of this re- 
search are made available to all 
members of the institute and ulti- 
mately become available to the 
whole industry through the publi- 
cation of the specifications. 


Does Educational Advertising 
“The institute conducts educa- 


sell, install or buy industrial light- 
ing equipment about the value of 
purchasing equipment made in ac- 
cordance with RLM specifications 
and certified to the RLM label. 
This campaign is handled through 
Evans Associates, Chicago, our ad- 
vertising agency. This program 
helps to maintain the competitive 
position of all manufacturers who 
make equipment in accordance 
with RLM specifications. It is the 
plan to increase and extend this 
activity.” 

Other groups in the lighting field 
which are reported to have plans 
for postwar market development 
are Fleur-O-Lier, Cleveland; In- 
dustrial and Commercial Lighting 
Equipment Section, National Elec- 
trical Manufacturers Association, 
New York; Street and _ Traffic 
Safety Lighting Bureau, New 


tric Institute, New York, and 
Illuminating Engineering Society, 
New York. 


Will Educate Sales People 
In addition to a publicity cam 


for some time, the National Asso- 
ciation of Bedding Manufacturers, 
Washington, D. C., is developing 
a project for the education of re- 
tail salespeople, along with work 
with dealers to help them to im- 
prove their advertising and display 
of bedding and related products. 


secretary and general manager of 
the association, “is to make known 
to the public the type of bedding 
we can produce under present 
limitation orders and to create a 
desire to possess good bedding 


paign which has been under way | 


“The purpose of our publicity | 
campaign,” said J. P. Fanning, | 


operations of the institute | tional advertising for the purpose| York; Better Light Better Sight} and to reap the benefits of restful 


of the development of}|of informing those who specify,| Bureau, New York; Edison Elec- | sleep. 


.. . THE STORY OF THE NEW ALLOY STEELS 
FOR JET PROPELLED AIRCRAFT 


The industry knew that special alloy steels 
were being used in jet propulsion planes and 
the newer gas turbines — but it didn’t know 
what they were — or how — or why ... until 
The Iron Age broke the story and answered all 
the questions (so far as security regulations 
permitted) about “High Temperature Alloys 
for Dynamic Loading” in the June 1st issue. 
Overnight a reader audience of some 100,- 
000 metalworking executives read with eager 
interest, for the first time, about this important 
development in the selection of superior heat- 
resisting alloys for dynamic stressing at very 
high temperatures. Things soon started moving 
in laboratories and around conference tables. 
The metalworking industry is always on the 
alert for news of new materials and processes 


—the Iron Age editorial firsts that make it the 
number one publication in its field. Industry 
leaders look to it for early information that will 
help them plan and produce — and BUY. 
« When these 100,000 key men turn to The 
Iron Age — every week — they are in a ‘‘search- 
ing” frame of mind ... and this magazine 
gives them what they seek... . both editorially 
and in the advertising columns, which they 
read eagerly and with confidence in the inform- 
ative messages the advertisements contain. 
You, too, can score many an advertising and 
selling “scoop” by using The Iron Age con- 
sistently to reach the right people fast and at 
low cost... when their minds are searching the 
pages of The Iron Age for “firsts” in news and 
helpful data. 
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“Of considerably wider scope 


|}are the projects that deal with 


education of retail salespeople and 
work with dealers to help them 


| improve their advertising and dis- 


play. Plans have been very care- 
fully formulated and the money 
needed is available, but we are 
experiencing difficulty in obtain- 
ing the proper personnel to carry 
out these projects.” 

Association publicity to mem- 
bers suggests that cooperative ad- 
vertising to restress qualities of 
innerspring mattresses and to re- 
tain public favor in competition 
with new products is possible. 


Does Product Research 


The Aluminum Research Insti- 
tute, Chicago, is conducting prod- 
uct research work along with ad- 
vertising to the industries in which 
its members are active. Carl H. 
Burton, secretary of the institute, 


' describes its activities as follows: 


“The Aluminum Research Insti- 
tute fosters cooperative programs 
in technical schools from time to 
time on specific lines of product 
research. In addition to this, many 
of the members carry on research 
in their own laboratories. It is 
expected that the scope of both of 
these operations will be continued 
and eniarged. 

“The institute has conducted a 
cooperative advertising program 
for the past year. This plan is 


' continuing on a somewhat enlarged 


basis, plans having been completed 
for the second year.” 

This campaign is running at 
present in publications reaching 
the metal working fields through 
Goldman & Gross, Chicago adver- 
tising agency. Several additional 
publications have been added to 
the list for 1945. 

(Widespread activities of other 
trade groups, and their plans for 
the postwar era, will be presented 
in detail in next week’s issue of 
ADVERTISING AGE.) 


Heads New Department 

Cecil Widdifield, radio director 
of Schwimmer & Scott, Chicago, 
has been promoted to head of the 
new business department. Alan 
M. Fishburn, formerly a producer 
for the agency, will direct all radio 
production. 


Northwest Names N-E 


Northwest Airlines, St. Paul, has 
named Newell-Emmett Company, 
New York, to handle its advertis- 
ing. No campaign plans have yet 
been announced. Northwest has 
previously used newspapers and 
rural publications. 
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business, we took the opportunity 
}to remind our representatives 


thank The Creative Man again for | 
us AT&T boys? We are delighted | 
to see that he liked our ‘‘Welcom- 
ing Hand to War Veterans” ad so 


Stewart’s Bluing had been used as 
ink for many years. 

We did this by attaching to our- 
weekly bulletin, “Mrs. Stewart’s 
well (AA, Oct. 16). , Daily News,” one of the cancelled 

Such things can’t help making | checks which had been made out 
you dig in a little deeper, try a}, the founder of this business 
little harder. ; : ‘over 25 years ago. In this way, 

THomas T. Cook, 'we could demonstrate that the 


Assistant Vice-President, a ge iol ibl 
American Telephone & Tele- oe Soca bright and legible 


K. W. FAWCETT, 
Luther Ford & Co., Minne- 
apolis, Minn. 


a ow 


This department is a reader’s forum. Letters are welcome. 


Thanks Creative Man 


To the Editor: Won’t you please | throughout the country that Mrs. 


graph Company, New York. | 
| 


Checks Prove the Point 


To the Editor: Most people | <r . 
know that Mrs. Stewart's Bluing | Britain Recognizes 
is used to whiten clothes but some! pr; . . 
are not acquainted with the tact | Distributive Trade 
that many people use it for ink. To the Editor: A project has| 
The other day when we cele-}| been put forth here to create an| 


brated the 100th anniversary of|institute for distribution, which | 
the birth of the founder of this| will have as its first objects: “The | 


Y 2.9 


prot next Where's (H)Elmer? 


should be independent of party 
| politics and control by vested in- 
terests, that its studies and re- 
searches should be conducted 
|}along lines of economic necessity 
‘and the benefits arising therefrom 
| be available to all its members as 
| well as to the consuming public. 

The first organising secretary, 


procuration of a census of dis- 
tribution; the setting up of educa-| Shaun P. O'Connor, has prepared 
tional Courses, scholarships - and | 4 draft of the articles of associa- 
chairs of distribution at universi-|tion which include the right to 


ties.” |collect and diffuse information on 
The first meeting was attended | marketing and distribution as well 

by members of Parliament, scien-|as statistical and other informa- 

tists, economists, business men | tion relating to trade; the right to 

and representatives of trade as-/| hold classes, maintain scholarships, | 

sociations, who agreed unani-| and to issue magazines, and other- | 

mously that a need exists for a| wise to promote the objects of 

society having as its main object! the institute. 

the scientific study of distribution. | 

Appropriate constitutional plans 

are now being drawn up and will | 

be considered at a further meeting .  * 

scheduled to take _ place 


F. A. MARTEAU, 
London. 


At this meeting it was proposed To the Editor: I was so filled 
to take the membership to the in-| with wonder when Chris Craft re- | 
stitute on the widest possible basis, | cently showed its cruiser boiling 
making it available to companies,| through the briny with never a/| 
trade associations and individuals,| hyman hand at the wheel that 1| 


with a permanent staff of scien-| burst into a reasonable facsimile | 
tists and economists. It was! of song, as follows: 


strongly felt that such an institute | “Where’s (H) Elmer?” 


(To the tune of “Bell Bottom 


nee ee 
See hy 


as 


These Little Pigs Make 


EALTHY little porkers .. . floods of golden corn. . 
on lowa’s lush acres... 
Put them all together—what do they spell? 


Just this: one of the country’s richest URBAN markets . . 


Top Twenty. 


Why an arban market? Because lowa’s agricultural wealth is channeled into 
. into the stores and shops where cash registers ring an 


lowa towns and Cities . . 
unending tune of lowa’s amazing prosperity. 


And what an urban market! It spends $46,291,000 yearly for drugs and cosmetics 
. . $85,920,000 for clothing . . . and that’s not 


. $253,387,000 for groceries . 
the half of it! 


The easiest, lowest-cost, most effective way to reach urban Iowa is through the 
Des Moines Register & Tribune. This newspaper reaches urban buyers in every 
. and, for good measure, throws in the majority of 


nook and corner of lowa.. 
retail dealers as well! 


Put urban lowa on your list with the Des Moines Register & Tribune—then let 


urban lowa put YOU ahead in sales. 


Covered 


A STATE-WIDE 


. cows and hens thriving 


Metropolitan lowa- 
»y LHE DES MOINES REGISTER anv TRIBUNE 


URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


“Oh, all is hunky-dory with the 
Chris Craft companee; 

They do things with boats that 

| can’t be done by you or me. 


| Trousers’’) 


; Chorus: 


| Singing Chris Craft the robot 

| O’er seas of navy blue; 

Here’s a cruiser needs no crews 
Like cruisers used to do. 


Though your craft’s aft is drafty, 
Chris, the fore is mighty trim; 
But your helmsman’s disappeared, 
Chris, pray tell us, what of him? 


(Chorus) 


| Did he funnel o’er the gunwale as | 
the boat did a capsize? 

Won’t you tell us, fellas, please? | 
Jeez Chris what crafty guys! 


(Chorus) 


Well, don’t tell us—let us guess, 
Chris, who’s piloting this beauty; 
| Way we figure, you’ve impressed 
our friend Yehudi for sea duty! 


(Chorus)” 


BERNARD LUNDY, 
National Safety Council, Chi- 
cago. 

v v v 


Asks Script of Ad 
Club Playlet 


To the Editor: This, as you will 
| agree, is a rather unusual request. 
I believe it was three years ago| 
| that a news item, under a date line | 
“Buffalo, May 6,” and accompany- | 
ing pictures appeared in ADVERTIS- | 
| ING AGE. The heading of the news| 
hy story was “Admen Become Thes- | 
| pians in Ironic Playlet.” The story 
| described the annual banquet of |! 


Advertising Age, October : 194, 


the Advertising Affiliati 
mentioned at length the 
“Whistling in the Dark,” p.. dip, 
by the Pittsburgh delegati Oe: 
of the players was Keith F 
berger of the Union Switc Sis. 
nal Company. . 

We are very interested the 


possibilities of this playlei pes 
own local Advertising an: Sa) } 
Club. Can you tell me m | ; 
might get in touch with, | the ( 
idea of securing a copy the 
script and permission to u.. it , 
a basis for local producti 
E. P. THoMson, : 
Regional Manager, Mac! aren one 
Advertising Company td. io 
Winnipeg, Canada. pie 
[Editor’s Note: Mr. Thomson. ‘id 
request is being forwarded to yy, 0° 
Kellenberger at the company rei 
Swissvale, Pa., offices. ] ; en 
* 2 9 100 
Third Annual Report B 
To the Editor: Here’s proof , sper 
LeTourneau’s third annual repo: chs 
to the citizens of Peoria. It wif 
also be run, with changes to local. ne 
ize it, in the papers in our othe 3 
plant towns of Toccoa, Ga., ani un 
Vicksburg, Miss. 
| These annual report ads are pre. 
pared because we, in the advertis. T 
tion 
ANNUAL REPORT 
wit] 
first 
VEAL, In oes 
Sire Te 70% 
ped am 
Flo! 
T 
nun 
nos 
Cl 
SW! 
en! 
A 
ne 
il te 
uit 
h 
ng: 
qu 
A 
“er 
al 
ing department, believe that busi- ric 
ness best makes friends by letting he 
the public know what business is ro 
what it does, something of it 1a 
problems and how it helps the ov 
community. We believe, too, that 90) 
the story of business is best told 95° 
by individual companies in the la 
individual plant areas. fe 
Geo. C. McNutt, 
Advertising & Public Relations 
Manager, R. G. LeTourneau 7 
Inc., Peoria, Il. 0t 
+a 9 <4 
Airborne Delivery ; 
n 


To the Editor: Good deliver: 
here of ADVERTISING AGE—and_ 
want you to know it is swell read 
ing. 

Am passing it on to several wil! 
similar interests, so they send the 
thanks, too. 

Prc. LELAND Woo! 


lst Allied Airborne Army, 
Postmaster, New York. 


HERBERT J. 


. ranking among the 


advertising di 


MILLS BUILDING 
SAN FRANCISCO 4 


DELL PUBLISHING COMPANY, IN‘. 


announces the appointment of a new 


PACIFIC COAST REPRESENTATIVE 


DUNCAN A. SCOTT & COMPANY 


— 
—— 
| 


DONOHOE 


rector of the 


a 


S, 


World's Largest Publisher of 


Jokes. Your Future. Horoscope. 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


DELL PUBLISHING COMPANY, INC., 149 MADISON AVENUE, NEW YOR! 


Dell Publications include: Modern Magazines Women’s G 
Modern Screen, Screen Romances, Modern Romances. Dell Deté 
Group: Inside Detective, Front Page Detective. Sereen Album. 


: 
PERSHING SQ. BLDG. 
LOS ANGELES 13 
Mass Magazines and B 
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194 4d rtising Age, October 30, 1944 29 
e 8 Feng vee podboe Se = ‘Roma News’ Issued oe Agency as radio director of | Williams, recently with National 
nd , onric vas e s : ; New ‘leans R cue eS yee = ¢ ; ~_ alitiac > & 

ayia Re reation ed § 15% of those who will take differ-| First copy of “The Roma News,” fl vie bige: a are gin dp ne ee 7 oe -_ — 7 

{uced ant jobs postwar, 14% Wilh go monthly house organ of the Roma |! ennes sy, or me rly of the agency’s | pointed assistant to Vernon L 
On. > | Wine Company, San Francisco, continuity staff, has been appointed | Morelock, radio director of Anfen- 


Hen. ) ' war Plans of — os ne ype Syndr age has been distributed to personnel, Mr. Bryan’s assistant. Raymond D. | ger at St. Louis. 
Sig. ( engineering and aviation. distributors and salesmen. The - 

Nearly 50% of the servicemen four-page sheet contains informa- | 
said they planned eventually or tion on wines, merchandising and 


P . ' 
ou Re urnin G| $ immediately to go into business | promotion helps, and_ personal 
Sale | per | notes. 


|for themselves. Seventeen 


m | : en! sf a sii aces é 
el c) -ago, Oct. 24—The shooting | S°R6, ‘and Sadie, 8% into farming, | ; ond sovedly te ar eet See 
the » be over after V-Day even | ranching, etc. 7% into food stores, Anfenger Appoints Bryan : states poke eg. program. Free 
he he Oe are back I | cafes, etc., 6% into aviation repair, William P. Bryan, for eight) § — * -— PORTSMOUTH, NEW HAMPSHIRE 

civ es,” according to a recently-| aying and sales, and 5% into the| years with Station WHAS, Louis- See \ ' ae 

? om eted survey reported in the) ciothing business. ‘ville, has joined Anfenger Adver-' & 

ren Nov. nber-December issue of Out- 

td., joor nan magazine. Nearly 25% 

mor. will hunt after the war than | 
nsOn’s iid o before, and there will be | 
) Mr MB 9c more fishermen among re- 
any ‘urn ng servicemen, That means 
there will be an estimated 20,000,- | 
90 hunting and fishing sportsmen | 
nt postwar years. 
Believing such a study to be of var 
special interest to manufacturers, yoblems - 

ot « etailers and educators, Outdoors- new | con 

repo! . wee: of t 4 ,ant 

Apt man asked 5,000 servicemen visit ‘ 0 ition aad 

he: ng Chiecago’s servicemen’s centers, ¢ 10 raise © organ! al vet depe 

‘ocal list of questions to determine | ontinve ,. service A lems 47? 9 am? 

othe their postwar plans. re retaileT’» shese pr? 2 its yob- I 
an } facture ’ l any ), 1g doe ib J 
Recreation Heads List | man, How wel ily a sin; 
e pre r n 
Vertis. The survey reveals that recrea- cape ly or how effi 
tion heads the list for the demo- | jarge'’ 
bilized soldier, sailor or Marine, | 
T with vacations after discharge the | 


first desire of 60%. Thirty per cent 
U1, Ine vould vacation at home, while 
sith: 70% want to go places, chief | 
among them, Alaska, California, | 
Florida and the Pacific northwest. | 

The replies indicate that, besides 
hunting and fishing, the sports! 
most ex-servicemen want to par- 
ticipate in are: baseball, 28%, 
swimming, 27%, football, 19%, 
tennis, 17% and basketball, 16%. 

A new car is listed by 79% as 
the first thing they would buy 
after putting on a new civilian 
suit; 68% said they will purchase 

home; 17%, furniture, furnish- 
ngs and appliances; 10% sporting 
quipment; 4%, education. 
bos Although only 12% of the serv- 
a4 cemen answering the question- 

aire had owned boats of any sort 


t busi- rior to the war, 54% want to own 
letting## them afterward—a gain of ap- 
1ess 1S proximately 350%—and the de- 
of it mands range all the way from 
ps the owboats and canoes to ocean- 
0, that going cabin cruisers. More than | 
st tol 25% of the men want to own) 
1 the planes when they return to civilian 
it 

* 37° Want New Jobs 

ion | 
eau The survey shows that 37% will 


not take the jobs they held before | 
the war, having acquired training | 
n the services which will fit them | 
for more skilled work. A surprise | 
finding was that 33.7% of the serv- | 
cemen had worked at unskilled 


NORTH CAROLINA 
(. J}NEWSPAPERS SOLVE 
SALES PROBLEM! 


| 
| 
| = 


/ producers in state were faced 
000 surplus chickens and no 


- ne shot in seven cities . . . in 
| Beg rs reaching almost 400,000 fam- 
appealing to housewives to 

EXTRA chicken. 


? 


Sales jumped 30 to 50 per 
TWO WEEKS AFTER ADVER- 
APPEARED. Surplus cleaned 
mers happy! 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Rockford Morning Star and Rockford Register-Republic in the interest of all newspapers 


irse, Winston-Salem, a "must'’ 
narket, was on this list! 


~© RNAL and SENTINEL | #é 
ton-Salem, North Carolina 


ational Representatives— 


—— ELLY-SMITH COMPANY 
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OPA Paralyzes 
Business, Blood 
Tells U. §. Chamber 


,industry a price increase of 13%. 
By what reasoning does Mr. 
Bowles find that piano costs have 
justifiably increased whereas auto- 
mobiles and other consumer goods 
have not? 
“Bowles recently announced that 
20 manufacturers of electric irons 
| have agreed to produce 81% of the 
total allotment at 1942 prices. 
| Thus, after about a year’s delay 
| since the WPB allocated the mate- 


Says Mounting Forces| rials to build these badly needed 


of Inflation May 
Soon ‘Burst Dam' 


New York, Oct. 26.—Instead of|the Chamber, 


“defending the country from a 
horde of selfish profit seekers,” 
the OPA is “tinkering with 
profit system, and may reduce 
profits to a point where production 
will be less, employment will be 
less, and the forces of inflation 
rampant in an out-of - balance 
economy,’ Howard E. Blood 
charged before the marketing con- 
ference of the Chamber of Com- 
merce of the United States here 


this week. 
Mr. Blood is chairman of the 
committee on distribution, Na- 


tional Association of Manufactur- 
ers, and president of Norge divi- 


Detroit. 
Chester Bowles, OPA director, 
he claimed, is “damming up the 


the | 


sion of Borg-Warner Corporation, | sons. 


|}irons, OPA has maneuvered these 
| manufacturers into resuming man- 


|ufacturing on an unsound eco- | 


/nomic basis.” 

Eric A. Johnston, president of 
told the 
|that after the war “four out of 
| every five jobs must be found out- 
side the factory. . . We ought to 
give serious consideration to better 
| training of salesmen. . 
start to train people in local com- 
|munities for work that can be 
|found in local communities.” 


‘Hire Additional Employe’ 
If every retail and wholesale 
|}establishment were to hire just 
one additional employe—and they 


| have all “suffered universal man- 
| power 
| explained, 


Mr. Johnston 
‘jobs would be pro- 
vided for more than 2,000,000 per- 
Obviously, many establish- 


shortages,” 


iments will have need for more | 
than one. 
“We shall sell through retail 


forces of inflation in categories of | outlets $67 billion of goods this 


the scarcest and most 


desired | year. 


. . If we want to keep that 


goods to an extent that they may | $67 billion worth of goods coming 


burst the dam. 

“Mr. 
lieve that there will be substan- 
tially no price increases in con- 
sumer durable goods. He refers 
to his old home town of Essex, 
Conn., as being a typical reconver- 
sion community .. . having three 
small industries, one of which is 
piano parts. 


Price Boost Granted 


“But I notice in the newspapers 
that OPA has granted the piano 


| through 
Bowles leads you to be-| 


the production and dis- 
tribution pipeline, plus all the 
other things that we have got to 
sell when Hitler and Hirohito fold, 
then we have got to put more 
pressure on the line.” 

Edward N. Allen of Sage-Allen 
& Co., Hartford, president of Na- 
tional Retail Dry Goods Associa- | 
tion, urged “dynamic, aggressive 
retailing ... to fill the distribution | 
pipeline with merchandise.” He 
pointed out that “we cannot afford 
to measure our efforts by prewar | 
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meeting | 


. We must | 


standards. 
crease our 


If we are going to in- 
business and take on 


ithe task of distributing 30 or 40) 
billions of dollars’ worth of busi- | 


increase our total 


accordingly.” 


ness, we must 
facilities 


Mentions Low Income Groups 


Kenneth C. Richmond of Abra- 
ham & Straus, Brooklyn, said in a 
discussion of consumer credit that 
much of the additional production 
and distribution required after the 
war must come “by tapping the 
low income groups, raising their 
standards of living, 
jobs for them at high pay through 
their purchases.” 

Seven uses of consumer wartime 
savings were outlined by K. R. 
Cravens, chairman, committee on 
consumer credit of American 
Bankers Association, and 
president of Mercantile-Commerce 
Bank & Trust Company, St. Louis. 
He said these savings will be used 
for equity payments for residen- 
tial property and consumer durable 
goods; for soft goods, personal 
services and travel; and for cor- 
| porate investments. But, he said, 
a high percentage ‘will be re- 
| tained for a rainy day.” Now that 
| people have saved, he explained, 
| 


and making | 


vice- | 


“they have become accustomed to 
having the feel of a reserve for 
contingencies.” 

In the long run, nothing except 
production can cure the dangers 
of inflation or economic difficulties, 
said Dr. W. Y. Elliott, vice-chair- 
man for civilian requirements of 
WPB. He added, however, his 


injury to the willingness of this 
country to play its full role in 
international cooperation postwar, 
if we are unwise in the timing of 
the burden that we put upon our 
own consumers, by a too rapid 
|export in too large volume of 
products needed for our own pipe- 
‘lines and distribution inventories 
at home.” 


Urges Fair Prices 


Robert M. Adair of Jones, Wit- 
| ter & Co., Columbus, former presi- 
|dent of the Wholesale Dry Goods 
| Institute, declared that “free and 
fair competition between big and 
| little business will not be possible 
}until every seller in interstate 
|commerce is required to choose 
| his customers—those to whom he 
| will sell for whatever reason he 
/may elect; fix the minimum unit 
|of sale for each commodity he 


“fear that we may do a permanent 


Advertising Age, October : 


offers for sale; name his ; 
}each commodity and ma 
price known to all to w 
| will sell; change his price 
| but notify all to whom he 
of the changed price, and 
|}equal opportunity to buy, 
+new price; make no devi 
concession from the an 
price to any customer 

making the same deviatio) 
cession to all customers, 

damages of three times the 
of the price discrimin 


every customer discr 
against.” 
Courtney Johnson of 


| baker Corporation, Sout! 
'Ind., described the “Stu: 
| Plan” for predeterminatio) 
| tract settlement and prope 
| posal, which it is estima‘ 
shorten the unemployment 
tween war and civilian go 
duction by as much as a n 
| “We have compiled a 
|mated inventory of mats 
which will be left on hand 
event of termination and ; 
ment of cost factors and 
percentage 
|using when terminate 
| pointed out. ““But instead of 


'ing the actual termination of 


which we prop ¢ 


Con. 


Paper is vital to victory. It is one of the most critical materials, : 


of thousands of different necessities of war. Advertisers, radio. put 


ers and printers are urging the public to save every scrap 


Another big paper drive is just ahead—one which must se!) (0 


ment paper worth $14,000,000,000. The money we put into 


Bonds will buy those necessities for our fighters. Let’s all ; 


this drive and make sure that sales exceed the quota. We’y: 


job before. Now we'll do it all over again... and better! 


THE CHAMPION PAPER AND FIBRE CO. Hi 


MILLS AT HAMILTON, OHIO... CANTON, N. C. .. . HOUSTON, ! 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bon 


NEW YORK + CHICAGO 


Tablet Writing and Papeteries . 


. . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


PHILADELPHIA - 


CLEVELAND - 


BOSTON ~- ST. LOUIS 
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we are proceeding, through | 
on with the contracting 

off to predetermine which ma- 


Year's War Theme | 
tems are scrap, which are 


| Newspaper Ads 
to us, Which should be re- | . 
y the government, ne Adit $58,000,000 


our expense and profit 
are acceptable, New York, Oct. 26—War bond | 
J. ve can mutually decide these | p-omotion accounted for nearly | 
cin’. now, it will save time after| half of the total of $57,969,242 | 
rm ation. spent for war theme advertising | 
\in United States daily and Sunday | 
newspapers in the 12 months} 
{0-F athom to Y&R ended July 31, 1944, the Bureau of | 
Ge eral Seafoods Corporation, | Advertising, ANPA, reports from | 
Bost has named Young & Rubi-| figures prepared by the Advertis- | 
cam. New York, to handle adver-| ing Checking Bureau. 
tisir for 40-Fathom seafood The war bond expenditure, for 
products. Both quick frozen and /|the year, $26,101,023, was six times 
canned products will be promoted|as large as that for “don’t tele- 
this winter in a campaign now} phone,” which ranked second with 
being planned. | $4,232,399. Third was the Red 
———_—_-—— Cross, with $2,882,848, and fourth, 

. waste paper salvage, $2,596,591. 

Opens Capital Agency Other war themes which were 
M. Belmont Ver Standig, for-| supported by $2,000,000 to $1,000,- 
nerly with Station WWDC, Wash- | 000 of newspaper space in the year 
ngton. D. C., has opened his own| were, in order, armed forces re- | 
advertising agency with offices at| cruiting, $1,920,806; fat and grease | 
1120 Connecticut Ave., Washing-| salvage, $1,857,339; food (includ- | 
on. Mr. Ver Standig previously|ing crop corps and _ anti-black | 
jublished a group of newspapers | market), $1,816,325; National War | 


n Massachusetts, Rhode Island! Fund, $1,670,550; civilian morale, | tives Nov. 9-11 at the Book Cadil- | 
$1,579,109; anti - inflation, $1,387,-|lac Hotel, Detroit. 


ind South Carolina. 


835; war industry recruiting, $1,- 
217,183; Wac recruiting, $1,189,- 
000; “don’t travel,’ $1,129,913, 


land blood donation, $1,127,502. 


Despite the fact that all war 


bond advertising from May 28 to 


July 8, inclusive, was credited, at 
the Treasury’s request, to the 
month of June, war bond linage in 
these newspapers for the rest of 
July totaled $712,412, or nearly 
one-third of that month’s total of 
$2,428,098 for all themes. 

Wac recruiting ranked second in 
July, with $260,000, followed by 
other armed forces. recruiting, 
$247,510; waste paper salvage, 
$173,882, and food campaigns, 
$108,721. “Don’t telephone,” sec- 
ond in expenditure among all 
themes for the 12-month period, 
dropped to 12th in July, with 


| $66,124. 


Sales Training Men 
Will Meet Nov. 9-11 


The rehabilitation, hiring and 
training of returned servicemen 
will be discussed at the semi-an- 
nual conference of the National 
Society of Sales Training Execu- 


Frigidaire Appoints 
Three Sales Executives 

F. H. Peters, formerly assistant 
manager of industrial relations of 
Frigidaire, Dayton, O., and who 
has been in charge of range and 
water heater promotion since 
Frigidaire began manufacturing 
these appliances in 1937, has been 
named manager of range and 
water heater sales. 

J. M. Rushton, former field serv- 
ice engineer in the company’s war 
contracts division, and prior to 
that manager of range sales, has 
been appointed manager of public 
utility sales. J. <A. Mitzelfelt, 
assistant appliance sales manager 
and associated with the company’s 
war contracts division, has been 
named to handle special assign- 
ments in appliance sales. 


Video Head Named 


Herbert Leder has been named 
director of the television depart- 
ment recently set up by Benton 


|& Bowles, New York. Mr. Leder, 


former Broadway playwright and 


| director, has been a member of 
B&B’s radio department for two 
| years. 


ANTA 


RETAILING 
__ HOME FURNISHINGS 


—<== SIC is — = 


Can Bea 5S to 7 Whales 


| emtanarry 


NEWS swice os toss 


... in line with the ac- 
celerated pace of the 
greatly expanding home 
furnishings industries. 


NEWS wwice o weet 


in a paper half the bulk 
of the present weekly 
issue —a time-saver. 


NEWS set witt con 


tinue to cover ALL the 
home furnishings indus- 
tries in one easy-to-read 


paper. 


NEWS ..0+ aaa: 


$100,000 a year to RE- 
TAILING'S editorial and 
mechanical costs — to 
give readers a better 
service; advertisers, 
maximum reader-interest. 


RETAILING 
HOME FURNISHINGS 


The ONLY 
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Sy bagi? 


New Technique of 
Audience Measure 
Tested By Spars 


New York, Oct. 25.—Work of a 

NEW HAVEN new organization which may have | 
an important place in pretesting | 

audience reactions to motion pic- 


| tures, radio shows, stage perform- 
-ances, television and other visual 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 


‘ A ‘and audible presentations, has 
—Z2nd in New England. With been partially revealed here 
a minimum cost you reach through recent release by the 


| Coast Guard of a report on the 
| Spar recruiting film, “Battle Sta- 
' tions.” 

The audience-testing 
|tion is Audience Analysis Cor- 
poration, which was incorporated | 
in June with Bernard Cirlin as 
president and Helen Egert as gen- 
| eral manager. 
| research work for about 10 years, 
fand Mr. Cirlin was 
| with a New York agency. 
| reputedly 


urban and suburban popula- 
tion. 


“Independent Survey of Providence Bulletin 


organiza- | 


Both have been in | 


previously | 


set up exclusively to handle the 
measurement of audience reactions 


|to radio and television programs, 
| movies and stage plays, and is said 
|to have four motion picture pro- 


ducers as continuing clients. Much 
of its current work is for govern- 
ment agencies and is confidential. 

In the case of the Coast Guard 
recruiting movie, tests conducted 
by the organization revealed that 
prospective Spars want hard-hit- 
ting information rather than 
sugar-coated recruiting; that they 
want to see the tough side of life 
in the service as well as the flying 
banners and parades; that women 
are not entirely convinced that the 
services need them; that they don’t 
like scenes of battle or death; and 
that they desire information about 
work, advancement, and pay, in 
the order named. 


Mechanical Gadgets Used 


The technique used is the result 
of five years of experiment in the 
development of two machines— 
the Audience Reactograph and the 
Reactograph Totalizer— both the 
exclusive property of the Audience 
Analysis Corporation. Formerly 


_ It is| limited to from 10 to 20 people at 
the only organization | 


one time, Miss Egert told ADvER- 


Do you want to’sell appliances‘ in Pittsburgh? 


The Pittsburgh Press offers you the answers to 182,468 
questions about the Pittsburgh appliance market. 


ees a © 


baad 
—— =_— 


In Cooperation with — 


Duquesne Light Company _ 


THE ANSWERS, 


OF PITTSBURGH HOUSEWIVES 


Whether you're selling gas ranges, electric re- in effective 
frigerators or automatic toasters, [he Press can 
tell you what models Pittsburghers prefer, where needed” for Pi 
they will make their next purchase, what appli- 
ances they will be most likely to buy first. 

To get this information for you, The Press asked war is Over. 
3146 families 58 questions apiece about 21 appli- 
ances. The findings of these surveyors, who were 
trained by appliance specialists of the Duquesne the presses, get 
Light Company, reveal the trends, preferences Howard office. 
and potential volume you can 
expect in the Pittsburgh district 
market of 635,000 families. 

When appliances can again be 
Pittsburgh and 


made and sold, 


Represented by the National Advertising 
Department, Scripps-Howard ews- 
papers, 230 Park Avenue, New Y ork City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


Allegheny County— sixth among 


all counties in the United States 


wee 


market for you. There'll be 


For full information on this survey, 


w, ™ 
— — 


' ie 


buying income—will be a No. 1 


“no reconversion 


ttsburgh industries. 97°) of the 


men and women in Pittsburgh will go right on 
living and working and spending here when the 
They'll have millions of dollars of 


pent-up income to spend for peacetime products. 


just off 


in touch with the nearest Scripps- 


The Pittsburgh Press 


In General Advertising 


in Pittsburgh 
In Daily Circulation 
N, In Classified Advertising 
iV. In Retail Advertising 
In Total Advertising 


Advertising Age, October 3) j94, 


TISING AGE that they have just ac- 
quired the first machine for cov er- | 
ing the reactions of 50 people at| 
one time. 
Buttons Register Reaction 

The tests comprise the use first 
of the electronic 
Audience Reactograph. Each per- 
son in the audience has two but- 
tons, one red and one green, which 
are pressed to express either likes 
or dislikes as the program pro- 


gresses. These reactions are indi- 
vidually and automatically re- 
corded on a chemically treated 


moving tape which is synchronized 
with the program being tested. 
Then the Reactograph Totalizer, 
on which the expressed likes and 
dislikes are 
each 5-, 10- or 15-second interval, 
automatically totals the number of 
likes and dislikes of the entire | 
audience, plotting on a chart the 
reactions to each section of the 
program. 

The second portion of the tests 
is the Psychological Interview. 
Using the electronic 
recording as a guide, intensive 
psychological questioning of the 
group is used to reveal the “rea- 
son why” for the registered reac- 
tions. 


Combine Two Tests 


According to the company, the 
combination of these two reports, 
the electronic and the psycholog- 
ical, brings the complete report 
into sharp focus and shows not 


recording or | 


instantly shown for | 


individual | 


| Corporation in 1935. 


| General Electric X-Ray since 193¢ 
| and prior to that was with the Nj. 


only what parts of the film or pro- | 
gram were liked, “but even more | 
important to a producer or adver- 


tiser, why certain scenes or ele- 


| ments in the program failed to go 


ito the client, 


| their 
/and habits, 


over or were a big success.” 

In the final Audience Reacto- 
graph Report, which is delivered 
careful analysis of 
the different groups in regard to 
background, characteristics 
is correlated. 

Besides the test for the Spar 
film, the first the corporation has 


| tion picture in New York showing 


| members has been organized to d 

research in postwar rehabilitation 
‘of servicemen with eye 
| done in this medium, current work | 


is being done on commercial radio | 
programs and preliminary work is 


| already started in the field of tele- 


vision. 


|General Electric X-Ray C -po,. 


|G-E X-Ray Advance 


‘Simons and Crelley 


George E. Simons, man. .¢;y ,, 
the sales promotion depart» ent », 


tion, Chicago, has been pr: notes 


G. E. Simons W. D. Crelley 


| to advertising and sales promotio, 
manager of G-E’s air conditionin; 
and commercial refrigeration 4j. 
vision at Bloomfield, N. J. He wij 
be succeeded at the Chicagy coy. 
poration by W. D. Crelley. 

Mr. Simons joined Genera! Elec. 
tric in 1930 and became sales pro. 
motion manager of the X-Ra, 


Mr. Crelley has been with the 
sales promotion department 0: 


Hudson Power 
nN. 2. 


Contact Lens Group 


to Aid Servicemen 


The Contact Lens Institute 
formed at a meeting of contact 
lens technicians in Chicago, re- 
cently presented a technicolor mo- 


agara 
Buffalo, 


Company 


work done by Army and Navy 
doctors in the rehabilitation of 
servicemen through the use of 


contact lenses. 
The institute with about 100 


injuries 
No promotion plans have as yet 


been announced. A. J. Heller 
president of Keen Sight, optical 
specialist, Brooklyn, is president 


and headquarters are in New York 
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x f Scanlon,” KYW, Philadelphia; 
Gi ‘bey Sy Expands “Wayne Johnson,” WGAR, Cleve- 
land; “John Barry,’ WDRC, Hart- 


: pa Tr ®\ford; “Charles Early,’ KDKA, 
Ne Ws per D ive; Pittsburgh; ‘Marvin § Behrens,” 
S ends $250 000 | WBZ-WBZA, Boston - Springfield, 
' pe . }and “Harry Moreland,’ WFCI, 
N York, Oct. 26.—National| Pawtucket. Agency is Duane 
rs this week expanded to| Jones Company, New York. 
195 ) owspapers in all major cities —— 
throughout the country a cam- 
naicr for Gilbey’s gin recently Proctor Opens Agency tee 
‘ayn ned in Ohio and Pennsyl- Don Proctor, onetime copy chief 
- Insertions of 800, 540 and| of the Chicago office of McGraw- 


-5 ones will appear weekly until | Hill Publishing Company and re-| 
an ‘cently with Campbell-Ewald and 
““wWiih a consistent campaign in|Behel & Waldie & Briggs, has 
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opened his own agency to special-, tutional, and traces the company’s , 
ize in industrial accounts, at 228 history, territory, war work and | 
N. La Salle St., Chicago. postwar plans. 


Delta Lines Issues Goodwin Will Head 


Service Booklet Solventol Sales 


“Welcome to Southern Skies’’ is H. A. Goodwin, for the past 16 
the title of a 20-page booklet in| years with Continental Can Com- | 
|four colors which has been issued | pany, New York, as director of | 
by Delta Air Lines, Atlanta, for| sales development and advertis- 
distribution on its airliners and| ing, has resigned to join Solventol 
|for direct mail. | Chemical Products, Detroit, as di- | 3m 
Designed for wartime air trav-| rector of sales. His headquarters | ; 
| elers, especially those flying for| will be at the company’s main 
ithe first time, the booklet is insti- | office in Detroit. 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


American Magazine, Cosmopolitan 


cag Gilbey’s 


and Redbook, which has run since 

the first of the year, National Dis- | 

tillers will spend about $250,000, | - 
through Lloyd, Chester & Dilling- 
ham, to promote Gilbey’s gin in 
1944, and claims that this is “the 
biggest gin campaign” of the year. | 

Early ads in the general news- 
paper series tie in with the elec- 
tion. The headline of one is, 
“Everybody votes for Gilbey’s 
gin;’ of another, “Gilbey’s leads 
in selection returns.” 

National has been able to supply 
the trade with some Gilbey’s 
juring the last two years. The 
August liquor production holiday 
nereased substantially the amount 
ailable. 


Mueller Expands Local 
Radio News Advertising 


C. F. Mueller Company, Jersey 
City, with the success of its spon- | 
sorship of “Don Goddard News” 
n Station WEAF, New York, re- 
cently renewed for the third con- 
secutive year, is adding to the list | 
ff stations carrying news pro- 
grams for its macaroni and egg 
noodles. The company now uses 
13 stations, and in cities within 
the Mueller territory where radio 
news is unavailable, newspaper 
advertising is substituted. Copy 
features the economy of Mueller 
products and the exclusive farina 
and semolina blend. 

In addition to WEAF, programs 
ind stations are “Baukhage,” 
WGR, Buffalo, WTRY, Troy, N. Y.., | 
ind WARM, Scranton; “Tom 
O'Connor,” WBAL, Baltimore; 
news, WNBF, Binghamton; “Jack 
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Out of the welter of war... 


Through the Will to Victory and the — standards set by paper makers who take 
pressure of war economies, Industries great pride in their products. Yet out of 
on the home front co-operated and these trials and tests have come many 
accomplished things they never even interesting and fruitful results. Inter- 
dreamed possible. national looks forward to Peace when 

Like every other paper company. it will be able to produce even better 
International Paper Company has been paper than ever. 
forced, through searcities and restric- ~ & * 
tions, to produce paper far below the CONTINUE TO SAVE ALL WASTE PAPER 


nleinational 


PAPER COMPANY 


220 E. 42nd ST., NEW YORK 17,N.Y. 


PAPERS FOR PRINTING AND CONVERTING 
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Prominent Speakers 
to Address AMA 


Keynote speakers of the Ameri- 


can Marketing Association annual | 


conference Nov. 30-Dec. 1, in Chi- 
cago will include Dr. J. 
Dowhurst of the Twentieth Cen- 
tury Fund; Prof. Paul D. Converse, 
University of Illinois; Dr. Paul 
Peter, National Association of 
Broadcasters; Dr. J. C. Capt, di- 


rector of the census, Department | 


Frederic | 


of Commerce; Charles Luckman, 
president, Pepsodent division of 
Lever Brothers, and Harold Web- 
ber, director of research, Foote, 
Cone & Belding. Dr. C. H. San- 
dage, professor of marketing at 
Miami University, Oxford, O., will 


lead a special session on the “Tech- | 


niques of Teaching Marketing in 
1945.” 

Basic theme of the wartime con- 
ference, to be held at the Edge- 
water Beach Hotel, is “Marketing 
in the Transition Period—1945.” 
Discussion subjects, limited to the 
1945 period, will be civilian mar- 
kets, efficient distribution, govern- 
mental participation and compe- 
tent sales organization. 


Alexander Smith Co. 


Pushes Postwar Sales 

As part of a program to promote 
a higher level of postwar floor- 
covering activity, Alexander Smith 
& Sons Carpet Company, Yonkers, 
N. Y., has sent to its furniture, 
department and_ specialty store 
customers and to those of C. H. 
Masland & Sons, Philadelphia, a 
booklet, first of a series, entitled 
“How to Plan Your Share of a 


53% Larger Rug and Carpet Mar- | 
ket.” Anderson, Davis & Platte, | 
New York, is the Smith agency. 


6-O'Clock Appoints 
Lyon, Starts Promotion 


The 6-O’Clock Company, Nor- | 
ristown, Pa., has appointed S. | 


| Duane Lyon, New York, to handle | 
|advertising of 6-O’Clock desserts 


and corn muffin mix and 7-Minit 
pie crust. A series of 128 to 135- 
line ads has already been launched 
in three New York newspapers, 
and on Nov. 2 the drive will open 


in other markets. 
Papers scheduled include the 


Newark Evening News; New York 
Journal-American, the New York 


Times magazine section, and| 
World - Telegram; Philadelphia | 
Record and Bulletin and Macy 


group of Westchester papers. 


| 

Cottrell to New York 
Phillip Cottrell, national adver- 
tising manager of the Cincinnati 
Times-Star, has been appointed 


New York representative of the 
paper. His successor has not been 
named. 


IT’S WHAT YOU DO WITH CELLULOSE FIBRE THAT COUNTS — 


Fd 


OES. 


e made the paper map m his pocket 


Did it ever occur to you that when a 
soldier goes into the water up to his 
neck, everything he carries gets wet—in- 
cluding the map in his pocket? 


Military maps must be made from paper 
that can stand 24 hours immersion with- 
out disintegrating. They must be able to 
come through the surf of beachhead 
landings and still be legible and usable. 


Could we make 


paper with such a high 


“wet strength”? By the ton? Fast? 


It so happened that We could. 


We had been experimenting with a lim- 


ited production of high “wet strength” 


papers. We were ready to turn out a 


satisfactory map paper. And it is serving 


with the armed forces right now. 


Perhaps this paper will have some spe- 
« ial postw ar use. 


Whether it does or not, 


what we learned in making it and other 


wartime papers 


will help to make our 


standard papers better than ever. 


For more than 40 years, we have been 
experimenting with cellulose fibre — the 
source of most paper. And for many 
years we have made a thousand miles of 
fine printing paper every day. 


It is certain that such experience will be 
valuable to users of printing in the new 
problems that peace will bring. 


OXFORD PAPER 


COMPANY 


230 Park Avenue, New York 17, N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 


35 East Wacker Drive, Chicago 1, Illinois 
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chairman of the board of American Brass Company, and M; 
Connick of Berkeley, Cal., havé announced their engagem: 
Don G. Mitchell, Sylvania Electric Products v.p., address: ;), 
opening lecture of the Ad Club of N. Y.’s 21st annual adv. & 
course. .. The Oct. 19 meeting on “The Secret of Getting A} 
Business” was conducted by Col. Gilbert T. Hodges, chair 
the exec. comm. of the New York Sun. 

Seton Porter, pres. of National Distillers, will head up the er- 
age div. in N. Y. for the coming 6th War Loan drive. It 
was a mutual admiration party at the 10th anniv. dinner {.) th, 
School of Journalism of Syracuse U., given by the N. Y. Pres 
Assoc. in New York. Dr. George H. Gallup lauded schools of jow;ya)- 
ism and, in turn, Syracuse presented him with a medal for “distinc. 
tive achievement in public opinion statistics.” . . 

Paul W. Kesten, CBS executive v.p., is off for England io see 
William S. Paley, network pres. They’ll discuss tele activities wit) 
reference to current FCC allocations hearings in Washington in aq- 
dition to policy and program matters. . . National Newspape 
motion Assoc., has extended its “first and only life membership,” 
including all privileges as long as he is connected with the news- 
paper business to George Benneyan on the 14th anniversary of his 
founding the group Oct. 23, 1930. Only a couple of the origina] 
members are still engaged in newspaper promotion, but the organ- 
ization has a roster of 140 voting members as well as a dozen assoc 
members. .. Kudner’s prewar v.p. in charge of merchandising, now 
Col. Kenneth R. Collins of the AAF, has taken command of the 
eastern procurement district of the AAF Technical Service Com- 
mand in N. Y. Col. Collins describes the function of his command 
as “liaison between the AAF and American Industry.” . . Public 
relations man Walter A. Scarlor will resign Nov. 1 from USO to 
return to his prewar activities in N. Y., Washington, and Hollywood 
. . Red Cross and Employes of the Sweets Company are both de- 
lighted. Oct. 25 was the day the Tootsie Roll pres., Bert D. Rubin, 
formally presented a mobile canteen to the Hoboken, N. J. chap- 
ter of the Red Cross; first use of the canteen was to serve donuts 
and coffee to the company’s employes from 11 to 1:30 p. m...N.Y 
Sales Execs. Club on Oct. 24 gave placques to Raymond Bill, ed 
and publisher of Sales Management, and R. D. Keim, Squibb’s v.p., 
for outstanding service in the early organizational work of the Nat! 
Federation. Servel’s v.p. in charge of sales, George S. Jones Jr., 
federation pres., made the presentations. . . 

Merrill Hutchinson, v.p. of McCann-Erickson, talked on “Oppor- 
tunities for Advertising Salesmen After Victory” at a recent Minne- 
apolis Star Journal and Tribune sales clinic. . . Charles Eyles, pres 
of the Richard A. Foley Advertising Agency, Philadelphia, has been 
elected to the board of trustees of Delaware County Hospital at 
Upper Darby. . . Victor L. Cosgrave, who relinquished his post with 
Sarra, Inc., Chicago photographer, two years ago to don a buck 
private’s uniform, has had another promotion. He is now a captain 
in the Signal Corps... 


Pro- 


AD VETERANS—Quarter-century members of the Advertising Club of New 
York are shown at the 40th anniversary luncheon of the club Oct. |!. 


Left to right: Leonard Dreyfuss, president, United Advertising Corp. 

Newark; Frank J. Reynolds, president, Albert Frank-Guenther Law; H. 8. 

LeQuatte, president, H. B. LeQuatte, Inc.; Allan T. Preyer, president of the 

club, executive vice-president, Vick Chemical Co.; John A. Zellers, vice- 

president, Remington Rand, Inc.; G. Lynn Sumner, president, G. Lynn Sumner 

Co.; Charles C. Green, managing director of the club, and J. T. Emery 
president, Lakeside Publishing Co. 


Arno H. Johnson, JWT’s director of media & research, showed 
how advertising can help to create consumer demand in the }ost- 
war period on Oct. 17 when he addressed the Washington Ad | lu! 
on “An Analysis of Postwar Marketing & Advertising.” . . John F. 
Kelly Jr., export mgr. of Electric Storage Battery Co., is givil 
teresting details on his 3-months’ trip to Cuba, Peru, Chile, A 
tina & Brazil, where he found ‘fa wonderful market for au 
tive replacement parts, particularly in the Argentine.” . . 

Off on a month’s junket to 200 department stores and spe «lt 
shops in the Midwest is Virginia Fullinwider, Fairchild’s dire ol 
retail selling. She’ll discuss with general mdse. mgrs. and t ing 
and personnel directors “an entirely new visual approach in ‘4 


training.” . . Margot Johnston, daughter of Walter Bayne Joh: -ton, 
v.p. of American Exporter, was married Oct. 21 in N. Y. to mut 
Mack Donald Erickson, USNR... On the same day Jesse V. H: 1ey- 
cut, v.p. in charge of sales for Bethlehem Steel, was best man the 


marriage in Bethlehem of his daughter Elizabeth Louise to 
Lee Hartz... 

Jubilant is the word for the firm of Lidz Brothers, N. Y. tor 
mfrs., who are planning a golden jubilee to celebrate the 50t! I- 
versary of the firm, which still remains in the family which f¢ e¢ 
the business. Sixty-year-old Morris Weisberg, with the co n 
since its organization, is entitled to be called “dean of the bus 

. Marschalk & Pratt’s former radio director, Curt Peterso as 
just been made captain. He’ll supervise all Army-produce bt 
work programs except NBC’s “Army Hour” from his post as 
in charge of the placement section of the radio division, Wa! 
bureau of public relations. . . 

The Advertising Club of New York made Oct. 25 aviation 
try day, and invited Alfred Marchev, Republic’s pres., ¢ rles 
Marcus, Bendix v.p., and Joseph T. Geuting Jr., v.p. of G 
Aircraft, to speak on “America’s Future in the Air.” .. Dave B 
WGAR (NY) program director, was guest at a welcome 
luncheon Oct. 19 at the Ambassador. Dave has been oversea 
June... 
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8 ernment bureaus and investigated 

1 Told Federal by Congress. He said that 84% 

i of the publishers are agreed that 
|local advertising would suffer 
| heavily if brand names were abol- 
| ished and replaced by grade label- 
| ing, but only 41% thought the vol- 
|ume of advertising in their news- 
papers would be reduced under a 


’ > 
labeling Would 
, fi . 
Hurt Advertising sp ofeaeisttins ing 


P | Ina 12 point summary, Mr. Hol- 

go, Oct. et ac a loway listed the et objections 

— po vital yp oc ar of expressed by publishers to the 

~ names on every phase of | 8'rade labeling plan: (1) It would 
ional life, Hubert Holloway | be a setback for private enter- 
; +» Brand Names Research | 


prise; (2) it would add to the 
complexity of distribution; (3) it 
would add a new flock of inspec- 
tors to the government pay roll; 
_ (4) the store keeper would get the 
blame if the product didn’t meas- 
| ure up to its grade; (5) it would 


mean more regimentation of the 
|/American people; (6) it would 
|hurt the best advertisers — the | 


merchants who carry the finest | 
brand names and take pride in| 


them; (7) it would be a step to- 
ward socialization; (8) it would 
| deprive aggressive manufacturers 
and merchants of their just re- 


ward for their efforts; (9) 
would be a serious 
tional advertising; (10) it would 
be an attack upon successful busi- 
ness men; (11) it is unnecessary 
because brand names are built on 
the quality of their goods; (12) 
advertiséd brands continue in 
public favor only so long as they 
continue to meet highest stand- 
ards. 


Two Appoint Rickard 


Rickard & Co., New York, has 
been appointed advertising coun- 


it} sel for Edward Ermold Company, 
blow to na-} 


35 


New York, manufacturer of auto- 
matic labeling machines, and Shel- 
don Service Corporation, Long 
Island City, maker of electrical 
connectors, 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


foun ation told members of the | 


Natio al Editorial Association at 
their annual advisory council 
neeting here Friday. _ 

He said the Association of Na- 
tonal Advertisers and the Ameri- 
an Association of Advertising 
\gencies shared that opinion with 
‘he foundation, and quoted a joint 
‘ratement issued by those groups 


all for more facts on the sub- 
ect. He told members that on 
Nov. 17, before advertisers, agen- 
cies, newspaper representatives 


nd others in allied media, at a 
meeting to be held in New York 
under auspices of the ANA, the 
officers of Brand Names Research 
7oundation will announce plans for 
retting “a storehouse of facts on 
onsumer benefits from modern 
yrand name merchandising.” 

Mr. Holloway declared that the 
‘anti - advertising movement” 
which had failed when it “lumped 
idvertiser, advertising agent, 
ewspapers and all other media 
nto one group and attacked all 
advertising,’ was embarked on a 
new line of strategy to “lay off all 

ivertising mediums,” concentrate 

nd names instead, and “inch 
n brand names and eventually 
verthrow them.” 


of restrictions. 


‘War Necessity’ Is Guise 
He asserted that the new plan are lifted. 
) overthrow brand names _ prod- 
cts under the guise of “war ne- 
essity,” is grade labeling, the sys- 
em by which the government 
ould establish specifications for 
rades of products in each in- 


Mast) 3 Begin $559,192.400 of light, load-bearing 


Such a system, he said, would 
iry up competition in each in- 
istry in which it is put into op- 
ration. This would happen,” he 
leclared, ‘‘because such labeling 
uld destroy the incentives of 
nanufacturers to make products 

h exceed the specifications set 
y the government for each grade 
ecause competitors who just 
assed a given grade by a hair 
ne or two could palm off their 
roducts as ‘just as good.’ ” 


struction (other than 


Mr. Holloway said that when 

ibeling was applied, the brand 

name product would lose _indi- 7 ce ae 
luality and meaning, and 


arned the publishers that their 
take in brand names is the same 
their stake in advertising. He 
ided that two-thirds of the coun- 
iblishers, according to a 
ross-sectlon survey, are opposed 
grade standardization of mer- 
e, recommended by gov- 
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1 NOW READY AND 


new homes and other building that awaits the lifting 


A just completed survey” of a typical cross-section of 
PRACTICAL BUILDER’S 53,000 contractor-builder 


readers established that they will: 


] Begin building 347.150 homes for definitely 


qualified customers within 30 days after restrictions 


Start $147,919.500 of remodeling and repair for 


definite customers within the first 30 days. 


con- 


homes). 


It should be remembered that these are not figures 


for all builders. They apply only against that seg- 


lt 


wl 


2 appliances to 


. marives’s practical 
repeat: Thanks to Americe . 
oe cr won't have to weit The Mires 
rs es ready now—the minute the Ar 
lome”” is 
waned 


twee 


soul builder abe 
But talk to your gine professionals It hes 
« hnow beep them inforem 


PRACTICAL BUILDER 


, cage 5. 1 
vo East Von Buren St, Chicews 


“WE'LL START $2,500,000,000 OF BUILDING IN 
FIRST 30 DAYS AFTER BUILDING RESTRICTIONS 
ARE LIFTED” . . . 


Here is startling proof of the enormous market for 


‘ Practical Builder's readers say 


ment a large 


PRACTICAL BUILDER. 


very one 


The significance of these figures lies in the fact that 


they reveal for the first 


builders themselves. the men 


“the ultimate customer, have definite plans and 
commitments for. 
In terms of building products and equipment, 


PRACTICAL BUILDER'S 


tractor-builders and 


sionals represents a tremendous buying power. 


And PRACTICAL BULLDER’S ten year record of 
publishing and editorial leadership has made it first 
field has 
PRACTICAL BUILDER the largest paid contractor- 


builder circulation of any building industry 


in the contractor-builder 


lication. 


If you have a product that will 


industry, PRACTICAL BUILDER’S editorial leader- 


ship offers you a large and a responsive audience of 


buyers in a_ field) whose 


unparalleled. 


Ask for your copy of “Meet Your Contractor-Builder 


Customer” 


ica’s contractor-builders 


do the building that all the talking is about. 


For a comprehensive picture of the building market. 


see our 8 page market and publication analysis in 


the 1945 
MARKET DATA BOOK. 


PRACTICAL 


Business 


The Building Album of Today and Tomorrou 


59 EAST VAN BUREN STREET 


Fi 


time what 


12,000 other building profes- 


postwar 


a factual, illustrated analysis of Amer- 


the men who are going to 


Publications 


that subsertbes to 


the contractor- 


in direct contact with 


53.000) con- 


built for 


be sold to the building 


prospects are 


THE 


Edition of 


BUILDER 


CHICAGO 5 


An example of Publishing 
Leadership 
PRACTICAL BUILDER 


of Debunking the ‘Miracle Home 


are sponsoring a series of 965 line ad ° 
vertisements appearing currently in 36 | 
These will 
help give 30,000,000 consumers a clear- 
cut picture of their practical postwar ; 
home Just one example ‘ 
of PRACTICAL BUILDER leadership— j 


metropolitan markets 


miracle 


the originators 


creating a better postwar market for { ; / 


its readers and its advertisers 
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individual opinions at this time. | (b) persuasion added to communi-|ple device of more job se yp; 
netennem F ecxrange ged k Directors Want he were not available. Harold | cation. with firms which advertis: oh. 
3ettmann Archive, New York, | B. Thomas of Sterling Drug, Inc., |suitable promotion of the fro. 
pictorial history and research or-| | chairman of the beard. for exam- Must Aid Public Interest enterprise system.” ” 
ganization, ae ye we Frege C | ple, is now in Europe. | “Advertising,” Mr. Young ex- The Canned also would “yc; 
of photographs adaptable to the 0 ( i| Co fi ed ; | plained, “is the medium which can | see that advertising is given | ‘4; 
postwar advertising program of unl I n Inu Many Reasons Offered add to’ communication the ele-|and honest interpretation in yg, 
any industry, including examples Enough replies were received, | ments of repetition and persuasion | and high schools and in ip ‘ity. 
of national advertising campaigns however, to present varied and necessary to secure a democratic | tions of higher learning.” It ulé 
built around Bettman prints. The ter al n $ cogent reasons for continuing the! unity of the public will. If we are )“‘keep close tab on reading its 
brochure is available free of Council not only during the war-/|to work out an American solution | of people as they affect ou Isi- 
charge from the Bettman Archive, | (Continued from Page 1) to-peace transition period but per-|of the problems of the modern | ness system in general, and er. 
205 E. 57th St., New York. vee, Ie g manently. state we must work out a mechan-|tising in particular;” would tke 
agency alive and vital after the| Writing from his ranch at Pena} ism by which advertising can be|“a constant study of con. ime 
| war.’ Blanca, N. M., James W. Young of | employed in the public interest.” | trends toward advertising an th, 
F. ~Y | “ADVERTISING AGE believes that | J. Walter Thompson Company,| L. T. Kittinger of Shell Oil Com- | development of educational ech 
a THE 10 BILLION BT this subject is important to all | New York, said: pany, New York, believed that “the | niques to see that advertis... 
POST-WAR |factors and all people in adver-| “I feel very strongly that the/Council should continue its great | properly respected by consumers: 
| tising. |Council should be continued, not} public service after V-E Day, and| and would “study the activities ¢; 
BUILDING | “May we have your opinion, as|only until the wars in which we] at least until Japan has been|anti- advertising groups an’ the 
|a director, on whether or not the| are engaged are finally won, but! brought to terms of unconditional | development of techniques ty ce; 
MARK E T }/ Council should be continued after| through the postwar period, and | surrender. | them in check.” ‘ 
lthe war—and your reasons, in| probably permanently. “After that time it is highly 
will be 70% controlled by some detail for it?” “The reason for it is very simple | probable that the Council can =, | Doubts AFA Ability 


ARCHITECTURAL MEN 


This letter went to 25 of the 26 | but fundamental. A complex, mod-| tinue a very valuable service for “Experience has shown,” My 
| directors—all except Mr. Winger, ern, industrial state cannot oper-| business media in the government. Belding wrote, that “the Adver ; 


rtis- 


The best way ree ee 4 | who expressed himself in some | ate, in peace or in war, without]. . With regard to this latter phase, ing Federation of America a 

} | detail on this subject before NPA a large measure of concerted| final and positive determination | virile enough to meet these chal- 

last month (AA, Sept. 25). Largely | action by its people. This concerted | should be made later on. |lenges. Also, ... the War A ive r- 

Pencil Points because the board of directors has action cannot be secured by reli- “Both business and advertising | tising Council is the only body now 
since decided to issue a statement) ance on informational channels] should continue the gains in stat- 


; . ; y functioning which is completely 
on the subject, some of the direc- alone. There must be either (a) | ure which have been made through | representative of the adverti sing 
tors preferred not to give their regimentation and dictatorship, or} most valuable public service work | industry. 
as carried on through the War Ad- ad | think it perfectly proper that 
vertising Council.” ,some of the projects of govern- 
Di ment should receive continued ad- 
Belding Asks Continuance vertising industry support on 
The most detailed reply came non-profit basis. These will de- 
from Don Belding of Foote, Cone & | velop only as peace comes, and as 
Belding, Los Angeles. “The struc-|the problems become acute.” He 
ture of the Council,” he said,| mentioned the possibility that “in- 
“stemmed from a group organized flation will become a major na- 
after a meeting at Hot Springs tional crisis. . 
with the avowed purpose of cham- | “It seems to me that the only 
pioning the business of advertising | thing the Council must look out for 
in the halls of government and | is that it doesn’t become entrapped 
| public opinion. in any political quicksands whic! 
“Certainly, if for no other rea-| might reflect discredit to the in- 
son, when the war is over, the War | dustry in general.” 
| Advertising Council should con- | Stuart Peabody, the Borden Com- 
tinue along the original lines for|Pany, New York, expressed his 
which it was organized. |}opinion “not as a director but as 
“This would involve maintain-|@n individual who is interested in 
| ing offices in Washington and New | the future of business.” 
| York,” Mr. Belding said, to handle | 
| legislative, labor, educational, con- Should Be Maintained 
sumer and anti-advertising prob-, “During this war period,” Mr 
lems. There would be, for in-| Peabody said, “advertising through 
stance, “a program to win labor to! the Council has met its responsi- 
advertising’s side through the sim-' bility as a social force. There 


e of Architecture 


The Magazin 


28,790 MANUFACTURERS 


Out of an average total edition of 56,151, Dun’s Review 
reaches 28,790 manufacturers. The size of these concerns, 
as indicated by their Dun & BrapstreeT ratings, and th 
title of the officers reached in each group, appear in the 
following analysis: 


Over $20M- Under All 
$125M $125M $20M Other I 
Owner, Partner, Chairman 696 380 531 720 
President 6,664 3,229 542 2,276 3; 
; ; : Vice-President 754 219 14 182 1.1 
A great open field runner doesn't think ahout his next move. Treasurer, Secretar} 1.977 «670 90-566 
Gen. Mgr., Mgr., Sales Mgr., 
. oe ‘ ats Factory Mgr. g24 216 41 254 
He makes it instinctively. District and Branch Mgr. 831 6 3 66 
All Other 35334 1,163 297 1,145 
p , 2 : Tora. 15,180 6,883 1,518 5,209 28, 
Instinctively, the people of Southern New Eng- the money to buy your product, too. Their ; : 
, ; These figures represent a name-by-name check; they a 
land rely upon WTIC for their radio entertain- effective spendable income is 60% in excess of 5 I eater ia : 
} not the result of a projection of a sample. 
ment because WTIC gives them what they want. the national average. It is believed that the manufacturers in the $125,000 a1 
in ; , ’ ater over bracket, represent more than 85°, of the top-rat 
These people comprise a constant and attentive It will pay to use WTIC’s 50,000 WATTS to I 2/0 I 
manufacturers of the country. 

i 2 audience for your sales message, and they have create sales in Southern New England. In addition, the magazine covers 12,397 wholesalers; 4,2 
banking, financial and insurance companies; 6,191 tra! 
ortation, communication, utility, and retail establishme: 

IN SOUTHERN NEW ENGLAND Ys 


etc.; through 20,666 presidents; 6,603 owners, partn: 

: A and chairmen; 2,320 vice-presidents; 2,375 treasurers; 2,0 

hig PEOPLE ARE IN THE abet OF LISTENING TO WTIC secretaries, etc. Detailed breakdown available, as well 
evidence of unusual results secured by advertisers. 


DUNS REVIEW 


Published by DUN & BRADSTREET, Inc. 
290 Broadway, New York 7, N. Y. 


CHICAGO CLEVELAND BOSTON LOS ANGELES SAN FRANCIS 
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rit a0 nt. either, but that virtually] now until the defeat of Germany. | when fighting ceases, there will be}! values after the war. Drastic criti- | sent . 

e of e important men who have| There is much to be done after-|a transition period during which} cism might justly be aimed at War | Univis Appoints R&R 

rex een government during the| ward until Japan is finally de-|informational needs can best be| Advertising Council were it not | Univis Lens Company, Dayton, 
t ree years have on to/feated, and there will be many|met by OWlI-council procedure.” | available for such a critical six to os Pi ee Ruthsanat & 

ct s-og) ze the usefulness of adver-| postwar conditions in which the ’ oe 12-month postwar period.” yan, Vincinnati, to direct adver- 

aly * ng persuading the public. pero can very well be effective. Might Criticize Stoppage | Warner S. Shelly of N. W. Ayer tising effective Jan. 1, 1945. 

id T ? accomplishments repre-| That’s something which is being “IT believe the council has a defi- | & Son, New York, has been out of 

tu- t i emendous gains for adver- | carefully considered and whichj nite obligation to function up to|the country for several months, | 

uld Mising ond therefore for business. | will work out as more and more|at least a year after cessation of|and has not had the chance to|| Artists’ Materials & Rubber Cement 

it In 1 pinion, it would be un-| study is given to it.” hostilities,” wrote Kolin Hager of! “think through as yet” his ideas | ; ‘ . 

isi. Hh inkavie oe Ropers ent, 7 _ Mr. Hudson declared that “ad-| Station WGY, Schenectady, N. Y.|on the Council’s future. He urged, | Printers’ Padding Compound 

er. Joh» Sterling o ws Week Mdg- | vertising’s service to the nation, as|‘‘Government must turn in what) however, “the effective continu- | 

ike sine, New York, answered “a very | expressed through the War Adver-|may be a chaotic situation to a|ance of the original objectives of S. S. Rubber Cement Co. 

ne) efinit’ ‘yes’” to the question Of | tising Council, can and must con-|reputable non-profit group for) the council in the prosecution of || 314 N. Michigan Ave., Chicago 1, Ill. 

the Montin: ng the Council after the|tinue through to the end of the| guidance in attempting to bring| the war. We are still in that war Central 3373 

ch- iY’, ; : | war with Japan. It is probable that,| reasonable balance in advertising| and that still remains our job.” 

gj “Advertising in this war,” he| 

rs’ bxplaned, “has rendered an im- | 

s of rtant public service. Both na- 

the Mional and local advertisers have 

eey sed ‘heir space and their own 


od name to forward one or more 
‘fthe many home front campaigns. 
The results in many cases were 
Mr provably outstanding. The effect 
has en to give advertisers a 
not Mmgsense of public responsibility far 


hal- nexcess of anything that was felt | : 
ver- before this war. Advertising has E 
now vashed its face, strengthened its - 
stely muscles, and improved its mind, | : 
ising Jggand it is the better for it. 
Says By-Products Important 
that ae , 
ern. “While the objective of pooling | te 
-ad- fggel advertising interests together | e e e F 
na vas to Win the war, the by-prod- 
de. faguct advantages to advertising have | LS AS We We € OOrTr WHE CG ° 
das (geen great. And so it can be in the | 9 
He postwar period and in the peace | 
“jn. fagtuat follows, if advertising can in | 
na- (agen organized way keep the objec- | 
tive of public service clearly in 
onlv nind. It can rise to a new dis- | 
t for fagtnction, both in its own heart and | 
pped 1 the minds of others. 
hict “Distinction is the result, but | 
. in- never the aim, of good thinking.’ ” 
Edward C. Donnelly Jr., of John 
‘om- Donnelly & Sons, outdoor adver- 
his (using, Boston, quoted in his reply 
it as from a letter he wrote last summer | 
od in Mr. Thomas, chairman of. the | 
council: 


“It has been said that it would 

be unfortunate for our country to | 

Mr achieve a military victory ... and 
; yet lose the war by falling into a | 


yugh ; 
san: chaotic peace era. There will be| 
ag trying postwar problems for our 


government to face, and advertis- | 
g by continuing its close collabo- 
_ ration with the government may 
its part during the reconversion 
eriod to assure that the peace for | 
vhich our nation bitterly fought | = . : ad 
as tok Te y tougnt Let me introduce your daughter-in-law. You've 
known her for five years, but maybe you ought to meet 
her all over again. Because, sir, you've been treating her 
Mr. Donnelly believes that “a like the emptiest-headed little rug-cutter I ever dated 
mmittee should be appointed to E sis anil ‘oll ' 
S vork now in close harmony with | when I was still Joe College! 
se government officials who are 


Asks New Committee 


“For instance — you keep talking to Binnie as if she 


1 mcerned with postwar problems es ented 8 A arama tb meee ay : 
« tho view €6 & eoueet and tan were more interested in permanent waves than a perma- 
tructive relationship in postwar nent peace. Well, she isn’t. 
lvities by the War Advertising “ . ‘ , ; ‘ 
‘ouncil. I do not mean that the _ “And, confidentially, while we're on the subject, your 
esent functions of the council line about ONLY-BIG-MEN-LIKE-US-KNOW-ABOUT-THE- 


Ould be split, but I do feel 
strongly that on the eve of peace 
‘should be possible for the coun- prom. 
0 take on the tremendous re- 
nsibilities with other American 


NEWS wouldn’t go over these days, even at a high-school 


“Here’s the low-down: 


Husinesses of making the fruits of ‘*‘Nowadays Binnie and all her friends know 
ae SeCMre. that the news is happening to them. They can't 
Both newspaper representatives ‘ . 3 ee. P bg oe reek j as faith 
n the board of directors—Edwin plan a menu, or a vacation, or the future of Beheve me, Binnie reads TIME every week just as faith- 
Friendly of the New York Sun their families without keeping one mental eye fully as I do. Why don’t you go in for more Binnie- 
| } ] 7 « > ~ a P . ° . ° ° . . ? . . 
A 7 oe on al oe a on the news from Washington and the battle- listening and less Binnie-ignoring? I think you'll discover 
4 Ket, . -—urgec la 1e : . . . ary 
ur work go on, at least into fronts. Binnie has quite a news-sense of her own! 
phe t ition period after the war. 
M iendly said that “there is 


it (the council) to do 


OLD THE Grab a handful of | 
profitable business now. 

y lé SEL Diesel Progress reaches | 

. key men in this fast 
ARKET moving industry. 

WY 9 U R Equipment and Sup- 


plies are being pur- | 


| ND chased NOW, 


Over a million women read Time. They 
read a lot of other ad-bearing magazines, but vore 
lime their 5-to-1 favorite. 

Phat’s important, but even more important is the 
kind of women these are. They have almost twice as 
much money to spend as the average woman, many 
times the average woman's influence What they do, 


what they buy, others do, others buy. 


2 WEST 45TH ST 
NEW YORK 19,N. Y 
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Fawcett Names Western 
Ad Mgr., Appoints Brown 


G. Hays Reeling, a member of 
|Fawcett Publications advertising 
| staff for 15 years, has been ap- 
| pointed to the new post of western 
|advertising manager, with head- 
| quarters at 360 N. Michigan Ave., 
Chicago. Mr. Reeling was formerly 
with the Chicago American and 
later with W. B. Ziff Company, 
New York, then a Fawcett repre- | 
sentative. 

Warren Brown, recently with) 
the U. S. Navy, has joined the 
advertising sales staff of Life Story 
Magazine. He was previously 
with American Druggist, and with 
Hearst magazines. 


Joins Mutual Life 


Russeli V. Vernet, formerly in 
the advertising department of the 
Journal, Providence, R. I., and 
since 1942 with the Army air corps 
reserve, has been appointed ad- 
vertising assistant in the public 
relations division of Mutual Life | 
| Insurance Company of New York. | 


Discrimination Issue Looms 

Large in ‘Esquire’ Case 
Washington, Oct. 26.—This de- 

partment would be worse than re- 


|miss if it failed to emphasize the 


importance of arguments advanced 
by Justice Justin Miller of the 


|Circuit Court of Appeals here, in 


over-ruling Postmaster General 


'Frank C. Walker, who had de- 
'prived Consumers Union of the 


right to mail a carefully prepared 
survey of contraceptives. 

Though there is room for argu- 
ment over Justice Miller’s inter- 
pretation of the statute controlling 
mailable matter, we are impressed 
with sections of his opinion which 
warn that whatever Mr. Walker’s 
powers, they must be applied 
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IAL REVIEW 


eaches More Than 5,000,000 Families 


Every Week in NINE of 
The Nation’s Major Markets 


DVERTISERS can—through the pages of PicToRIAL REVIEW 
—reach one-third of the total United States sales potential... 
as a single unit... with space in FULL CoLor or black-and-white. 
PicTORIAL REVIEW introduces a new and modern editorial 
technique, with a variety in editorial features of interest to the 
entire family ... It covers 9 major markets where more than 
$44,200,000,000 of America’s effective buying income is concen- 
trated and where nearly 30,000,000 people live—over 23% of 
the entire U.S. population. 


* * * * * * * * 
PICTORIAL REVIEW is distributed through the Sunday issues of: 


New York Journal-American Detroit Times 


Represented Nationally by 9 * 
HEARST ADVERTISING SERVICE 


Herbert W. Beyea, Manager 
BALTIMORE BOSTON CHICAGO 


New YORK 
DETROIT PITTSBURGH 
SAN FRANCISCO 


PHILADELPHIA LARGO (FLA.) 
Los ANGELES SEATTLE 


Milwaukee Sentinel represented individually by Paul Block & Associates 


Los Angeles Examiner 
Baltimore American Chicago Herald-American San Francisco Examiner 
Pittsburgh Sun-Telegraph § Milwaukee Sentinel Seattle Post-Intelligencer 
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women sniper dressed in erman unto 


one of the captives. c+ » wen ome 


Cop rright, 1944, King Coateves Svadeate, "n* 


By STANLEY E. COHEN, Washington Editor 


fairly and without discrim 01 
In stating this, the court fi: re. 
jected the explanations 0) Po» 
Office lawyers who sought t er. 
look the fact that the AMA Joy. 
nal, Reader’s Digest and F. ty», 
had carried material sim t 
that in the CU report. 

In the much misused Foy yir 


case, Mr. Walker is seeking 4 
make a test of his power to ide 
which magazines qualify { the 
highly desirable second clas ail- 
ing privilege. He is doing | by 
acting against one magazine, at th 


same time leaving its competitors 
temporarily at least, untouc! 

It may be true, as Mr. Walke: 
promises, that once he establishe: 
his right, others including the 
comic magazines and pulps, wil] 
have to pay fourth class. But it 
seems to this department that the 


| discussion of discrimination in th 


Consumers Union case will plague 
the government lawyers who must 
carry Mr. Walker’s torch in th 
courts. 


Error: Consider the embarrass- 
ment of Sen. Byrd of Virginia wh 
was hornswoggled by.a few of his 
constituents into writing letters 
to half a dozen national magazines 
last June, suggesting that it would 
be a patriotic act for the publish- 
ers to accept advertising offere 
by peanut growers. According t 
the Senator, a shift in government 
buying plans had created a waste 
ful peanut shortage. Now Wa 
Food Administration announce: 
that military peanut requirement: 


jare greater than ever, and that 


distribution of all peanuts may 
have to be controlled to insure that 
G.I.’s get’ their share. The Sen- 
ator is incommunicado. My, what 
people have to do to get advertis- 
ing space now! Testimonial: Fo 
those who expect to market syn- 
thetic tires, here’s what the ODT 
is telling truck and bus companies 
about that product: Synthetic tires 
are more sensitive to abuse and 
mishandling; they must be care- 
fully watched. Heat is destructive 
to them; tread stock is not as re- 
sistant to cuts and tears. Shar 
obstacles may wear chunks out « 
the tread, or separate tread anc 
casing. Of course, that’s for truck 
and buses. 


Sectionalism: WPB Chairman J 
A. Krug is very much under the 
watchful eye of Southern an 
Western congressmen who knov 


_that the future of industry in thei 


areas depends largely on the ord 
in which plants are converted | 
civilian production. Resisting ‘irs! 
efforts of the ‘“decentraliz 
bloc” to get a hand in to his bus! 
ness, Krug has written Sen. Jame: 
E. Murray of Montana, “We intend 
to iron out geographical anc in- 
dustrial differences wheneve: «and 
wherever possible so that ! ! 
area gets a clear cut and fort us 
advantage over other area nd 
industries.” Nevertheless, b¢ 

the Asiatic war is likely to « 

the European, Krug expect al 
V-E Day cutbacks will not as 
great in the West as else re 
““WPB,” he reminds Murr: 

not a sectional board, and it 
sonnel comes from all ov 
country.” Fish: From now 
Nov. 18, War Food Administ 

will be trying to move gi 
amounts of fish from = 
houses to consumers. Sin 


JAMES A. GREIG & ASSOCIATE 
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dustry is poorly organized, 
; no national group to or- 
the promotion, so advertis- 
ng d other material must be 
srk a out locally with dealers. 
Help. Army is expanding its fa- 

+i. for handling railroad reser- 
~ tions, and will now help service- 
»en » leave and furlough, as well 
~ th se traveling on official busi- 


* * * 


Qu: tity: Ersatz is on the way 
vat, \Vithin the last few days, for 
star ce, WPB has agreed that 
etal may again be used in 
-;ow-r stalls and receptors, that 
oven ‘nermostats may be built into 
sag stoves, and copper used for 
plating light fixtures, watch cases, 
and sears for can openers and egg 
neate:s. Boom: Banks are said to 
be responding enthusiastically to 
the OWI-Advertising Council 
“Planned Spending and Saving 


days after the campaign book was 
mailed. Designed to make people 
budget conscious, and help fight 
inflation, OWI sees possible adap- 
tation of it by consumer goods 
manufacturers who want to corral 
buying power until they have 
amething to offer. Peace: The 
CIO and Station WHKC are friends 
egain, the station having agreed 
to renounce the NAB code which 
forbids selling time for the discus- 
ion of controversial subjects. Just 
10w serious a breech CIO has 
made in the NAB position is still 


to be revealed, but NAB was 
olenty upset, it appears from 
President Harold Ryan’s state- 


ment. Gossip here incidently has 

it that Ryan is to return to Fort 

Industry Corporation soon, and 

that NAB is hunting a successor. 
°K * ok 


Fame’s Reward: Ex-WPB Chair- 
man Donald M. Nelson is permit- 
ted to wander through the closely 
patrolled Social Security building, 
which houses WPB, OWI and War 
Manpower, without the customary 
identification badge. Nelson still 
has desk space there. Snapshot: 
Price Administrator Chester 
Bowles, his foot on the iron rail 
around the “F” St. end of the Wil- 
lard Hotel, chatting with two men 
ma crisp fall day. From his re- 
laxed smile, price control is obvi- 
ously not the subject. Impression: 
Steel executive Hiland C. Batchel- 
ler, called in to get emergency war 
production back on_ schedule, 
scolding newsmen because Wash- 
ington morning papers are filled 
with reconversion talk. “You 
speculate about aluminum bath- 
tubs,” spouts ‘Bach’, “and I get 
here in the morning to find a 
dozen cablegrams for war goods 
that we haven’t built yet.” Chair- 
Krug proceeds to soften the 
DIOW. 

* * * 

Pix: Army reports that 25 ci- 

vilian photo finishers have been 
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Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


Ve would like to show you 
nples of work that we 

» regularly producing for 
ding advertising agen- 

» through our COMPLETE 
‘ICE METHOD of opera- 
Ad-setting, Engraving 

| Printing...all under 


roof. Phone or write to 


Th FAITHORN CORPORATION 


N. Rush St., Chicago 11 
Phone WHitehall 2300 
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rushed to Europe so that the de- 
veloping service can help soldiers 
“tell it with pictures” to folks back 
home. Post exchanges sold so 
many cameras and films that the 
backlog for developing was ter- 
rific. Defying red tape, Army be- 
gan a newspaper and radio re- 
cruiting campaign for civilian ex- 
perts in New York, Washington 
and Boston. Got 1,000 replies; had 
men on their way within five 
weeks. Incidentally requirements 
for film are expected to increase 
in the European theater when the 
fighting stops there. Did you 
know: New York closely rivals 
Washington for the number of 
federal employes. Washington has 
260,000 and the trend is down- 
ward; New York has 225,000, and 
with Veterans Administration and 
Internal Revenue growing, the 
number is going up. Loss: OPA 
has lost Shad Polier, director of 


enforcement for fuel and consum-| will also direct promotional activi- | & Guild as account executive and 
ers goods regulations. He finished | ties of the magazine. He was for- | W. P. Rodman has been appointed 
a program for enforcement of re-| merly in charge of the mail order an account executive and space 
conversion prices before reslanina. | Guomptensed of J. B. Lippincott) buyer. 

Idea Dept.: Have you heard about} Company, Philadelphia. Bernard 
W. B. Shafer Jr., of Norfolk, Va.,}| O’Donnell, with Harper’s for sev- 
who wants every state to spend|eral years, becomes assistant cir- 
$2,000,000 advertising its advan-| culation*manager, and Harold O. 
tages? He says this would result| Wilson, formerly with Charm, 
in lots of new business, and jobs| New York, and Remington Arms 
for returning veterans. |Company, Bridgeport, Conn., has 
| joined the advertising staff. 


Singsen to ‘Harper's’ | information on 


in Advisory Post isa gg se aie 
, Fred M. os Bestong director of Garfield & Guild Adds | Building Products 
ARCHITECTURAL MEN 


Franklin Square Agency, depart- Account, Two Men 

ment of Harper & Brothers which Garfield & Guild, Los Angeles, | 

handles subscriptions to all maga- | has been appointed to place adver- | Read 

zines, has been appointed assistant | tising for Dude Ranch jams, jellies a] 

to the publisher of Harper’s Mag-| and syrups, products of Southwest | : . ‘1 

azine, New York, to advise on cir- |Food Products Company, Long enc ol nts 

culation and magazine policy. | Beach, Cal. 
George Pfeiffer III has been ap-| Ted Dahl, formerly head of his | (ae Magazine of Architectureal 

pointed circulation manager and|own agency, has joined Garfield 


ESQUIRE’S HOLIDAY 


ISSUES 


THE YULETIDE SCENE 


As the Christmas spirit is kindled anew all 


HELP BRIGHTEN 


wilh 
Wie play 


ra . hes 
Cryo coope yal 


over the world, Esquire again brings Yule- 
tide cheer with its traditional Holiday 
issues. These issues present a galaxy of 


sparkling pictorial and editorial features. 


America’s leading stores have learned to 
expect Esquire holiday promotion helps. 
This year some 18,000 stores in virtually 


every merchandise classification will receive 


As in former years they abound with color- 


unique full-color window and interior dis- 


ful gift suggestions which have made 


Esquire the “Gift Guide of the Nation’’. 


Mt nll: POvy / , 


plays. Distinctive newspaper ads. And a full 
color reproduction of a painting by famous 
artist Stevan Dohanos, ‘““Homecoming .. . 
al New York Harbor . . . Christmastime’’. 
wale yah Th 


Esquire’s Holiday issues combined with 


Esquire’s Holiday issues will again reach a 


nationwide retail store tie-ins bring gift 


large, ready-to-buy audience whose impact 


guidance to Christmas shoppers all over 


is felt over Christmas counters throughout 
America. A multi-million market which 


makes these two holiday issues tops in 


advertising value. 


the nation. 


EA.QUULE 


TODAY AND TOMORROW 
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The hunger that does not die... 


The insistence of man’s mind on information is as urgent as the 
hunger of his belly for food. Since he first began to think, man has 
demanded answers to his questions about the world he lives in. 

By the answers he accepts he will guide his actions whether 
those answers be truth or falsehood, fact or fiction, science or 
superstition. 

That is why, as the world grows more complex, truth in the news 
of the world grows more vital. Men who understand each other 
work forward together, as friends. Men who misunderstand each 
other make war and kill and die. 

As an American, you are served by the swiftest and most eager 
news machinery ever known. Into its daily task, your magnificent 


. 


working press pours more ability, integrity, and fearless, tireless 
energy than has perhaps been poured into any other job men do 
for man. 

And to help you make the most of your news, we publish News- 
week, Newsweek brings you the facts of the week, in quick and 
clear synopsis. Newsweek gives you interpretation of the news by 
the ablest minds we can find. Newsweek gives you forecast of news 
to come with a record that is unique in the world of publishing. 

You will know your world better when you know Newsweek— 
as millions of the world’s best-informed people can tell you from 
their own experience with Newsweek! 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


to report, 
to interpret, 


NEWSWEEK... 


to forecast the 
truth of human 
affairs for Americc’s 
Significant People 


3 

? *In designating the readers of NEWSWEEK as Significant People, we merely 
compress into two words their all-around “far-above-averageness”— both mental 
and material. The intrinsic character of NEWSWEEK attracts such people natu 
rally. Their unusual “mental acquisitiveness.” and their eager interest in the 
new. are qualities that make them especially receptive to your advertising. 
Qualities which have led them to NEWSWEEK in such numbers that its circula- 
tion has risen 78° in six years, while its advertising revenue (among all general 

" magazines) has advanced from twenty-second to fifth place. 
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fie ROE... - BUSINESS CHART OF THE WEEK 


1). Creative Mans Corner 


‘| ) kes pretty sprightly copy to com- 
te th the editorial columns of The 
New Yorker— which, for this Corner’s 
have no equal nowadays (or for 

many other days as we look back) 


T) perfume and cosmetic people only 
make it appear that somehow they have 


one of these. 

“They were so in love, the lieutenant 
and his girl. You knew it from the way 
she took a shy peep at her new diamond; 
from the way he looked so awed and 
masterful all in one. 

“They had seen the desk in the win- 
dow. They hadn’t planned to start their 


+ 


ost their way out of the super-self-con- 
cious pages of Vogue and Harper’s Ba- 
saar. And the dozens of industrial ad- 
rtisers simply prove the point that, for 
the most part, they have no business at 

ll in pictures and type. 

A great deal of the advertising in The 
Yew Yorker obviously is used much as 
0 Many car cards are—in a merchandis- 
ng rather than a strictly advertising 
ense. It almost puts the merchandise up 
ounter for impulse to take it off. 
‘ew Yorker’s great success is proof 

that this is so. 

St page after ordinary page of 
tal 1 advertising makes its appear- 
nee this most adult of all American 
“¢ s. And the most ordinary of all 
re { institutional ads. They make no 
01 n whatsoever to their audience, 

ts state of mind. That is, with 
ne two notable exceptions. 
idvertisement of W. & J. Sloane 

‘ed here from last week’s issue is 


Lali in on 


ved te start ther home woul atter.” Bot 


of her writing to him on ut 


heudd be the best amd finest we can crete 


W+T SLOANE 


home untii ‘after.’ But they wanted this 
one piece. Then he could think of her 
writing to him on it. 

“They bought the desk. The founda- 
tion of a home. A desk for the years, 
from which will go love letters, birth an- 
nouncements, wedding invitations... the 
cycle of a family’s life. 

“Perhaps you can’t do all the things for 
your home that you want now .. . war 
bonds come first. But when you can, 
come to Sloane. Homes have been our 
life for over a century. We know what 
fortresses they are. We believe they 
should be the best and finest we can 
create.” 

Perhaps this is the best example in 
many a month. But no matter. 

It’s a swell piece of copy. It is beauti- 
fully, simply written and perfectly tuned. 
In it we think there is a very good lesson 
for anyone who wants to use any very 
special publication properiy. 


Uh / ny = Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


department, basic principles which have proved their value in mail 
ivertising—and which are equally important to the advertiser who 
' seek direct inquiries or orders—will be reviewed and discussed from 


week. Pertinent case histories, queries and comments from readers 


BY ELON G. BORTON 
Advertising Director, 
4Salle Extension University 


what do you mean by a negative 
Ss you discussed it in your column 
2?” asks a reader. I do not won- 
ie asks, because the line between 
and negative is often very thin 
tive is not a very good word for 


ted. Whenever possible they will be answered here. 


it, anyway. 

Let me illustrate my idea of negative 
appeals by giving some negative head- 
lines, some of them often seen and fa- 
mous: 

Do you make these mistakes in Eng- 
lish? 

For sale cheap—my future. 

Often a bridesmaid, never a bride. 


Your best friends won't tell you. 

Haven't got what it takes? Who? Me? 

Does a busy day make an old man 
out of you? 

Red —itchy skin? Watch out — it’s 
often Eczema. 

If your child can’t gain weight. 

I spelled marriage—mirage. 

You may be sitting pretty now—but 
after war, what? 

If you stammer— 

Does it leak? Is it loose? 

Are termites destroying your cooling 
system? 

If your beard fights to the last 
whisker. 

These are completely negative, stress- 
ing only the bad condition. But there are 
other headlines which start with a nega- 
tive and then turn positive—first stress- 
ing the ill or fear and then promising 
relief. 

Cramps? —Curb them each month 
with —. 

Problem hair made lovely again. 

Corn gone in 5 days or money back. 


When your eyes are tired, do this. 
It’s a shame for you not to make good 

money—When these men do it so easily. 
End damp air with —. 

Another group mixes up the negative 
and positive in the same headline without 
any regular order of precedence. 

You can’t beat this to relieve torture 
of athlete’s foot. 

How Joe’s body brought him fame 
instead of shame. 

How to get rid of an inferiority com- 
plex. 

Say goodbye to money worries for- 
ever, 

Last year’s pay looks like small 
change to these men today, 

Goodbye to unwanted hair. 

— Candles drive mosquitoes away. 

In some the negative appeal carries on 
from the headline all the way through 
the copy. More often the copy carries the 
negative idea only part way and then 
switches to a positive presentation of the 
benefits to be gained from purchase or 
use of the advertised product. 


Dear Soe: 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

One of these days you will be coming 
home and you will want to go to work 
and take up a normal, productive Ameri- 
can life. We hope that day will be soon. 
We who are at home 
are working in every 
way for that day and 
preparing, too, for the 
days which will follow. 

There is a lot of con- 
versation about the 
changes which have 
taken place since you 
went away. There 
have been changes, of 
course, because time 
always brings change 
but I can tell you that 
fundamentals haven’t changed and the 
real American spirit is still here. With 
typically American spirit those of us at 
home are tackling the problems before us, 
of helping you to win this war and of 
winning the peace. 

There are going to be plenty of real jobs 
and plenty of opportunity for you in the 
postwar days if things work out the way 
they seem to be developing through the 
aggressive efforts of business and indus- 
try. Certainly there is plenty of work to 
be done, and provided an encouraging 
economic climate in the postwar days, the 
peace can mean opportunity, progress and 
prosperity for all. 

Business and industry, even in the 


W. D. Fuller 


midst of the tremendous war production 
of American plants and factories, are 
planning for more jobs and expanding 
payrolls in the postwar days. This is 
sound planning, based on expanding mar- 
kets, increased sales, the marketing of 
new products and a generally expanding 
economy which will provide opportunity 
for everyone. 

As an advertising man, you will realize 
that this expanding economy would mean 
a very worth while future for you. Sales 
will be the thing tomorrow. We have 
learned one big lesson—that we must sell 
more aggressively and more intelligently 
than ever before in order to keep our fac- 
tories busy, keep our workers satisfac- 
torily employed and our economy con- 
stantly growing. The future will be won 
or lost by the selling effort of the Amer- 
ican people. 

We can’t have that kind of selling, of 
course, unless advertising plays its vital 
part. We have the factories; we have the 
capacity to produce; and we have the 
money. All that we need is the stimulus 
properly and consistently applied to buy 
the things that our factories and farms 
and mines can produce and which in turn 
will produce jobs, payrolls and a higher 
standard of living for everyone. That 
stimulus is the work of those of us in the 
advertising and selling business. 

WALTER D. FULLER, 
President, Curtis 
Publishing Company, Philadelphia. 


Business Chart of the Week 


Magazine Advertising Bureau Estimates of Accumulated Demand. 


in Dollars, for Various Appliances 
(Based on Study tor CED by Or. Sumaer H. Schlich ter) 


Demand Mil- | Per Unit 


Actumulated Average Price | Dollar Value | Average An 
of Accumulated nual sa/es, 


hions of Units /936-/940 Demand /936:/940 
(Schiichter) Plus LO%* | (Add 000) (Add 000)* Annual sales 
had/0 ReCewers 23.0 #9IB89 £4/29470 #370508 30x awerage awa/sdes 
Refrigerators 52 179.95 933,/90 300,868 3/x 
Washing Machines 31 6.99 £67,964 107,968 LIX 
bacuiin Cleaners 35 55.48 /94,/80 W,laZ 27K 
Llectr ic lrons 10.3 G63 97,689 16,663 29% 
Llectric Clocks 72 560 40320 14,191 28x 
Joastlers 45 7.33 92985 12,785 kOx 
Percolators 37 9.56 16,872 5/92 3h 
Wattle [rons 15 6./8 9,270 9/65 Lax 
heating Pads 18 3.77 6,786 2,60! 26x 
Tota/ 638 $2677,676 $€906,/23 30x average annual sales 


Accumulated Demand 
In Relation to Average 


From Electrical Merchandising 
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42 
Joins ‘World-Telegram’ Gray & Rogers Named 


Jacques Caldwell, for eight| The horticultural division of 
years sales promotion and classi- | America —— Paint Company, 
fied advertising manager of the} Amber, has appointed Gray 
Times-Herald, Port Huron, Mich., | Rogers, " Philadeletta. to cookie 
has joined the advertising ‘depart- advertising of its plant hormones, 
ment of the New York World-| Rootone, Fruitone and Transplan- 
Telegram, tone. 


VISUALIZER AND FASHION 


Artists 
WANTED IN SAN FRANCISCO 


+x Manufacturer-retailer needs two top-notch artists for key positions 
in art department. Visualizer-Layout Artist, to prepare roughs and super- 
vise production of local and national newspaper and magazine copy. 
Fashion Illustrator, preferably pen-and-ink or dry brush specialist. 
Permanent positions, with excellent post-war future. Salaries com- 
mensurate with ability and performance. Samples submitted will be 
returned promptly and protected against damage. 
Address P. O. Box 3506, Rincon Annex Station, San Francisco, Calif. 


Drop Retail Sales 
, of Tires, Makers 
Warned by Dealers 


| Chicago, Oct. 24.— William 
| Sherry, chairman of the legislative 
committee of the National Asso- 
| ciation of Independent Tire Deal- 
|ers, today warned tire manufac- 
| turers engaged in retail selling 
'that his organization will continue 
| to seek prohibitive legislation un- 
less the practice is discontinued. 

He told the association’s annual 
convention that continuation of 
retail sales by manufacturers will 
eventually mean “the ruin of the 
independent merchant. We hope 
that manufacturers can see the 
light and work with the people 
who’ work for them. If this cannot 
| be done, there will be no other re- 
| course than to continue our efforts 
to obtain legislation, either by the 
| states or federal government, to 
end the competition for local busi- 
|ness between manufacturers and 
dealers.” 

Mr. Sherry pointed out that 
| while all tire distribution was once 
|controlled by independent mer- 


R E-coNVERSION problems don’t vex the 


farm South... No sir! The farmers go right 


ahead producing food, feed and fiber for Amer- 


ica and for much of the world. No time out century. 


for re-tooling. No unemployment. No uncer- 


tainty. 
The 


farm South is a rising market. It is served 


SOUTH 


Is read by 2 out 
of every 5 white 
farm families in 


the South. 


NASHVILLE @ ATLANTA @ LOS ANGELES 


market which is up... 


GRICULTY 
glee 


and served well by a rising publication—South- 
ern Agriculturist, which has grown with south- 
ern agriculture through three quarters of 

Advertisers and their agencies have 
been quick to sense the new vitality of this fine 
old farm paper, its increasing importance in a 


and up to stay. 
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Ul 
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@ NEW YORK @ CHICAGO @ DETROIT 


Advertising Age, October 3° jgy 


Network Hooperatings for Octob =; 


Daytime Prog 


ram Audiences 


MOST LISTENERS PER SET: 


Program Sponsor tal 
1. Jack Armstrong General Mills 1 
2. Let’s Pretend _ Cream of Wheat 19 
3. Terry and the Pirates Quaker Oats : 5 
Most Men: Cedric Foster, with 0.62 (Cooperative) 
Most Women: Songs by Morton Downey, with 1.37 (Cox dla) 
Most Children: Jack Armstrong, with 1.41 (General Mills) 
MOST SETS IN USE: 
1. Monday through Friday—12-12:15 p. m., EWT........... 18) 
Programs: Glamour Manor (Procter & Gamble) ; 
Kate Smith Speaks (General Foods) 
2. Monday through Friday—5-5:15 p. m., EWT........... 178 
Programs: Terry and the Pirates (Quaker Oats) 
When A Girl Marries (General Foods) 
3. Monday through Friday—12:45-1 p. m., EWT............. 163 
Program: Our Gal, Sunday (American Home Products) 
HIGHEST SPONSOR IDENTIFICATION: 
BEM SIAC — 1 Fie ka Oe TEs, UGE 66 cence es vie weas ees occce. 70.7 
Correct Product 70.2, other 0.5 (Lever Bros.) 
“TOP TEN” PROGRAMS IN LISTENING 
Net ” 
Program Sponsor Product work sp 
When A Girl Marries General Foods Calumet & Certo NB¢ ry 
Kate Smith Speaks General Foods Sanka-Sure Jell CBS 7.8 
Our Gal, Sunday Am. Home Products Anacin CBS 17.6 
Big Sister Lever Bros. Rinso CBS 7.5 
Romance of Helen Am. Home Products BiSoDol & Kolynos CBS 17.4 
Trent 
Backstage Wife Sterling Drug, Inc. Haley's & Dr. Lyon’s NBC 7.1 
Portia Faces Life General Foods Grapenut Flakes & 
Wheatmeal CBS 14 
Stella Dallas Sterling Drug, Inc. Various Phillips Prod. NBC 6.9 
Breakfast at Sardi’s Kellogg Co. "ep Blue 6.9 
Ma Perkins Procter & Gamble Oxydol CBS 6.8 


chants, other types of stores have 
entered retail tire distribution with 
the result that the independent 
now distributes but 46.6% of the 
total, and that further encroach- 
ment is discouraging to those peo- 
ple ‘“‘who save to go into business 
of their own.” 

A market for 14,000,000 storage 
batteries during the first 12-month 
period following the war, or 
roughly a market of $100,000,000 
at wholesale prices, was predicted 
by W. E. Blank, replacement sales 
manager, Auto-Lite Battery Cor- 
poration, Toledo, who said tire 
dealers are in a position to get the 
lion’s share of this business. By 
1950, he said, the industry esti- 
mates it will be serving a car 
registration of 40,000,000 vehicles, 
requiring about 20,000,000 replace- 
ment batteries annually. The re- 


tail value of the battery market ip 
that year, he declared, should 
approximate $250,000,000, second 
only to the tire market in dollar 
volume 


Club Offers Course 

A 16-week sales training cours 
has been begun by the Kansas 
City Advertising and Sales Execu- 
tives Club with outstanding mid- 
western sales managers as guest 
lecturers. Instructor is Ray Lloyd 


To Blaine-Thompson 


Advertising for Consumers Vita- 
mins, Inc., has been placed with 
Blaine-Thompson Company, New 
York. Newspapers and radio will 
be used in a campaign beginning 
this month. 


Do you have a sale 
story to relate . . 


a retentive story, ea 


no obligation on you 


SOUNDIES DISTRIBUTING 
207 W. JACKSON BLVD. 


2832 Decatur Ave., Bron 


———— ee 


“MADE -TO-ORDER” PICTURES 
... That Really Tell Your Story 


. are you looking for a 
simplified method of teaching your per- 
sonnel to do a better job? We are special- 
ists in the making of special films that tell 


Let us know your problem . . 
enced staff offers time-proved advice, with 


Ss message or progress 
> 


sily and quickly. 


. our experi- 


Ir part. 


FILMCRAFT PRODUCTIONS 


Division of 


INC. 
ILLINOIS 


CORP. OF AMERICA, 
CHICAGO 6, 


x, N. Y.—FOrdham 7-9300 
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Adv 


| believes free competition should|thetics. England alone will need 


a ° 
Maverick Wants pa American exporters. | world can supply. He estimates 


| Some of the exporting groups) four million homes 
which he suggested would be set 


with other countries and} more new housing than the entire 


have been 
| wrecked there, and in all of Eu- 
rope perhaps forty million. 


Co-op Effort in =o industry-wide lines while | + 


5 . fm gg r coe Ege pare |feet soon after the war, Maverick 
n Sellin pete d e privately owned and OP-| pelieves there will be a sound eco- 
orelg —- nomic basis for trade. England | 


| 
Washington, Oct. 26.— Dynamic | 
Maverick, the mother chick 


A791 
yidu& 


y small business in the Wash-| verick is : ; 
noton free-for-all, is filling in the | possibilities for all kinds of build-| market with American produc- 
ing materials, plastics and syn-| tion. 


jetails of a plan which calls for a 
rash of new cooperative “sales” 


would serve a number of English export trade gets on its 


England Needs Housing | will have to retool its industry 


|completely, Mr. Maverick con- 


As to the market abroad, Ma-| tinued, or it will not be possible 


is enthusiastic about the|for it to compete in the world 
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McCann Names Verson | Kemmerrer Appointed 


Reinaldo D. Verson, with Col-| Kemmerrer, Inc., Hollywood, 
gate - Palmolive - Peet Company,/Cal., has been appointed to place 
Jersey City, for the past nine | advertising for the Surface Check- 
years, has joined McCann-Erick-|ing Gage Company, Hollywood. 
son, Inc., New York, as a member | The company manufactures a new 
of the foreign department. type of plastic gage. 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


organizations which will enable 
mali manufacturers to dispose of | 
their wares in the foreign market. 

A sworn foe of “cartels” and the 
fyl]-time promoter of small enter- 
prise, the chairman and general 
manager of the Smaller War 
Plants Corporation believes that 
the average American manufac- | 
turer can find a place in the ex- 
nort trade if he is encouraged to 
cooperate with other business men 
) searching for markets. (For de- 
tails of one postwar plan already | 
emerging along this line, see “G-E | 
Surgical Plan May Set Pattern for | 
Foreign Trade,” AA, Oct. 23.) 

Mr. Maverick returned here 
yesterday from a three-week tour 
f England, which left him voluble 
yn the job American fliers and 
medical units are doing, and bul- 
ish on the postwar European 
narket for plastics, synthetics, 
yuilding materials and hardware. 


Wants Sales Representatives 


Most of the Maverick observa- 
tions have been covered in the 
daily press, because Maury’s pic- 
turesque language makes good 
copy. Somewhat neglected are 
his, as yet incomplete, proposals 
for insuring that this lucrative | 
foreign market goes to the little 
fellow as well as the big boy. 

Since he is recorded as a foe of 
artels and arrangements involv- 
ing price fixing and other com- 
petition - stifling devices, Maury 
makes clear that the cooperative 
rganizations that he wants busi- 
ness to set up are to act chiefly as 
ales representatives, to help indi- 
vidual firms find customers, and 
get their merchandise from our 
hores to a destination. 

This opposition to cartels also 
makes him a foe of Webb-Pom- 
erane Act export trade associa- 
tions, for he will not accept the 
arrangement under which com- 
petitors are absolved from the 
antitrust laws so that they can 
work out price fixing agreements 
which enable all American firms 
to sell for the same price abroad. 

The Webb-Pomerane Act, ad- 
ministered by the FTC, legalizes 
these cartel arrangements for ex- 
port cases only, but as Maverick is 
quick to point out, several such 
export price agreements have 
eventually backed up until they 
ffected prices on the home mar- 
Ket, 

While Maverick wants America 
to get as large a share of the in- 
ternational market as possible, he 


ee 


House or Home 
Wares Buyer: 


\ sood opportunity with a 


larve wholesale house, sell- | 
inv the retail dealer and | 
(:artment stores. One of | 
largest wholesalers in 
East desires the serv- 

of an experienced 
er. Possibly the assist- 

to some outstanding 
chandiser would find 
job to his liking. State 
experience, salary ex- 
ted and all details in 
lidence. 
201, ADVERTISING AGE 
“80 42nd St, New York 18, N. ‘| 


Mitt MU 


Every issue of Field & Stream since December, 1943, 
has carried one of a series of 12 Lynn Bogue Hunt 
masterpieces portraying 38 American game birds... 
in colors and settings so faithful to nature that experts 
proclaim them the “greatest since Audubon.” 


To be expected —was their appearance, first, in the 
pages of Field & Stream. 


To be expected—was the commendation of the nation’s 
sportsmen and glowing words from naturalists, au- 
thors, noted people in all walks of life. 


To be expected—was a flood of requests for prints. 


Field & Stream has responded by preparing a special 


iellél 


ee . g9 
...accuracy, artistry and the tang of the outdoors 
—John Kieran, expert of ‘Information, Please,” 
N. Y. Sun columnist, ornithologist. 
ee ; , . -— 
... the greatest painter of game birds in America 


Ernest Hemingway, noted author and big 
game hunter. 


issue of these magnificent prints in a great portfolio, 
beautifully printed—at a popular price of five dollars 
—to adorn many a library, clubroom, executive office. 


It’s the year in, year out, month-by-month editorial 

excellence of Field & Stream’s pages that explains the 

instant reaction of its more-than-300,000 faithfully 

responsive readers—the very cream of the BIG out- 

door market. 

FIELD & STREAM PUBLISHING COMPANY 
ae 


515 Madison Avenue ~ New York 22, 
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(From FTC Report) 


Advertising and 
Sales Promotion 


Total Net 


Cents per 


Importance of Advertising as a Factor in the Distribution Expense of 
Manufacturers’ Per Dollar of Net Sales for Specified Commodities— 


Total Distribution 
Expense 


Percentage | 


Cents of adver- 
per tising to 


Number of Sales dollar dollar total dis- 
Manufac- f.o.b. of net of net tribution 
Industry turers Factory Amount sales Amount sales cost 
Foods 
PE Se omen. Serene og 13 $ 73,018,886 $ 5,851,795 8.01 $ 22,523,989 30.85 25.98 
ba ia CHEERS a eo 24 21,159,362 1,112,358 5.26 4,371,751 20.66 25.44 
Biscuits and Crackers 16 141,020,930 6,689,359 4.74 41,912,671 29.72 15.96 
eR see Sewer ere 46 273,550,805 12,429,708 4.54 36,039,867 13.17 34.49 
Canned Fruits & Vegetables. 93 226,569,384 4,464,499 1.97 24,097,989 10.64 18.53 
I, Foo hs ena are a ere eee s 31 1,850,950,110 8,569,685 0.46 103,008,804 §.57 8.32 
NR Fe Sea a's ae Bee doni gee #4 6 214,013,984 437,243 0.20 8,288,746 3.87 5.28 
Clothing and Household Goods 
Electric Household Appliances. 25 228,116,217 12,943,512 5.67 36,133,859 15.84 35.82 
Men’s Shirts and Collars...... 11 47,632,589 1,343,415 2.82 5,855,322 12.29 22.94 
Men’s and Boys’ Outer Wear.. 53 94,719,774 1,954,787 2.06 10,673,353 11.27 18.31 
Women’s Hosiery ............ 12 31,450,978 684,281 2.18 3,362,532 10.69 20.35 
CePnts SHG FUME ois i cases. 5 53,884,988 1,208,591 2.24 6,152,252 11.42 19.64 
ee oe 32 29,838,696 254,159 0.85 3,588,057 12.02 7.08 
Other Lines 
Rubber Tires and Tubes...... 15 240,109,637 10,224,174 4.26 53,341,032 22.02 19.17 
Paints and Varnishes ......... 132 140,332,790 4,226,661 3.01 32,717,846 23.31 12.92 
Pe Ecc ee es ave sa ca we 47 98,457,054 1,940,788 1.97 16,029,318 16.28 12.11 
Petroleum Products ...... 42 1,054,798,247 18,458,969 1.75 229,989,278 21.80 8.03 
ee SS PEC eS er eee 66 61,067,906 244,272 0.40 6,960,828 11.40 3,51 


= j ° Py 
. ished materials, and a few staples | group, for instance, used all media, | Railroad equipment 
lon -Awaited FIC The| but within the food group, meat | Electric wire and cable 
g | packers and canners preferred na- | Screw machine products 


Advertising Report 
ls Released 


(Continued from Page 2) 
their advertising, total sales costs 
were highest among those busi- 
nesses which provide special at- 
tentions in selling. 

The Commission found that low 
advertising and sales expenses | 
were the rule for producers of raw 
materials and partially manufac- 
tured products. Yet firms with 
the highest advertising costs per 
dollar of sales, including medicine, 
cereal and drug marketers, had 
only moderately high sales ex- 
penses, while sewing machine, 
bakery and office machine people, 
who ranked among those with 
highest total sales expenses, were 
relatively small advertisers. 

Similarly, the Commission found 
that the type of advertising done 
and the amount spent, varied with 
the product, being largest for cer- 
tain brands of consumer goods, 
such as food, specialties, drugs and 
cosmetics, and smallest for heavy 
raw materials or semi-finished and 
durable capital goods. Trade cus- 
tom and the amount of competi- 
tion existing among brands was 
the determining factor, according 
to the report. 


Gives Complete Data 


From the reports gathered from 
2.717 important manufacturers in 
91 industry groups for 1940, the 
Commission presented two charts, 
the first ranking the’ industry 
groups by the percentage of each 


sales dollar it devoted to adver- 
tising. The second chart carries 
over the data on advertising, but 


regroups the 91 industries accord- 
ing to their total sales expenses 
per dollar of sales. A complete 
tabulation of the data upon which 
these charts were based is pre- 
sented on this page. 

In 1940, shipbuilders, crude pe- 
troleum producers, merchant pig 
iron manufacturers, copper smeit- 


ers and refiners and cane sugar 
refiners were the five industry 
groups with lowest advertising 
costs in percentage of total sales. 
At the upper range were drugs 
and medicine, the highest, fol- 
lowed by cereal preparations, 
cCigarets, soaps and cooking fats, 
and distilled 1] quot 
The lowe: ! pent from six 
nunaretns of a ent to sixty-six 
undreé fa cent of tal sale 
f< i t sing le e uppe 
tn n 1.7 ce Oo 13.94 ce 
Mot le na I t c 
VNOSE¢ ert ous 
¢ ‘ ne, ere thtly 
24 e! 1.94 ce 
per ‘ iollar, the FTC observed 


Often Affects Sales Costs 
‘ pending less than 1 


such as sugar and matches. 
“average” spenders were makers 
of trademarked consumer goods 


| 


| 


tional magazines; cereal and flour 


and industrial machine specialties, | millers, radio; biscuit, crackers 
the trademark influence becoming | and coffee used newspapers. Man- 


stronger in 
where canned goods, tobaccos, 
soaps and other items are found. 


the higher bracket,| ufacturers of 


Significant changes from the ad- | 


vertising ranking occur when the 


firms are grouped by selling ex- | 


women’s. dresses, 
hosiery, men’s shirts, and carpets 


used national magazines. Cement 
manufacturers relied on dealer- 
|}aids and direct mail. Farm ma- 


| 


penses, instead of advertising ex- | 


penses per sales dollar. The low 


| five total sales expenses (includ- 


ing advertising) are: crude petro- 
leum producing, shipbuilding, 
merchant pig iron, copper smelt- 
ing and aircraft producing. 

While these are 1940 figures, it 


is interesting to note that aircraft | 


manufacturers, then 12th among 
all industries in terms of percent- 
age of sales spent for advertising, 
had the fifth lowest total selling 
expenses. More informative per- 
haps, are the changes at the other 
end of the scale, where sewing 
machines instead of drugs and 
medicines show the highest sales 
costs, followed by office machines, 
drugs and medicines, bakery prod- 
ucts and crackers. 


Sales Costs High 


Sewing machine manufacturers, 
for instance, spent only 0.98 cents 
per dollar of sales for advertising, 
but their selling expenses, higher 
than for any other product, were 
35.55c per dollar of sales. Simi- 
larly, office machine people spent 
only 2.63c for advertising, and 
26.72c for sales. Conversely, drug 
and medicine people, with 13.94c 
for advertising, spent only 13.41c 
for sales; cereal manufacturers 


spent 13.08c for advertising and 
only 5.77c for sales, and cigaret 


makers spent 11.30c for advertis- 
ing and only 4.60c for sales. 

The Commission further devel- 
oped the data by breaking it down 
for a number of specialized lines, 
including food, clothing, house- 
hold items, tires, paints and ce- 
ment. In the food industry it 
found that low advertising expense 
per dollar of sales generally went 
with low total sales expenses, but 
this did not hold true for clothing. 

“Those commodities in all 
groups respecting which manufac- 
turers carry the identification to 
the consumer generally have both 
the largest advertising and total 
distribution expense per dollar of 
sales,” the Commission concluded. 
“Advertising expended on. such 
commodities generally represents 
relatively large proportions of 


their total distribution expenses.” 
Shows Media Preferences 
The report dealt in detail with 
the selection of media by various 
types of industries, using 1939 fig- 
ures W h showed that radio was 
getting 18.3 of all adve n 
place¢ y a sa le of 548 firms 
maga es 17.4% ews- 
ri .2 te perative er- 
p eal is and simil - 
€ ded more tha 32 
t Y f Detail € € 
é P e 2 
These f vere ful il- 
é \ rou} 
( ¢ r ences | OC 
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chinery, as a group, used national 
magazines and demonstrations; gas 
and oil refiners, newspapers and 
tire people, national magazines. 

Another breakdown shows the 
first five media choices of 17 im- 
portant advertising groups, to- 
gether with the percentage of their 
money that they spend with each 
media. 

Turning to cooperative adver- 
tising the Commission devoted 
more than 70 pages of a 112-page 
typewritten report to this phase of 
sales promotion. It found that 
cooperative advertising arrange- 
ments exist for such dissimilar 
products as automobiles, automo- 
tive appliances, foods, clothing, 
cosmetics and home remedies. An 
FTC survey of 60 leading depart- 
ment stores brought the names of 
cosmetic firms that offered 
such arrangements; large numbers 
of electric appliances manufac- 
turers; 61 manufacturers of cor- 
sets and brassieres and 60 manu- 
facturers of dresses, sweaters and 
sports garments. 

Dealers Like Allowances 

The Commission 
operative advertising deals were 
most frequently offered by firms 
specializing in high priced items, 
particularly specialties, style goods 
and items that sell at high price 
compared with cost, and therefore 
yield relatively wide margins of 


found that co- 


profit. On the other hand, the 
practice is least frequent among 


those dealing in staples that sell 
in sharp price competition. 


Dealers told the Commission 
that they liked cooperative ar- 
rangements because it enabled 


them to advertise more frequently, 
to buy more space, and thus to 
give more display and greater 
typographical appeal to a great 
variety of merchandise at a mini- 
mum cost and to advertise prod- 
ucts which otherwise might not 
be promoted. 

The dealers claimed that by use 


of cooperative advertising, the 
manufacturer’s national advertis- 
ing message can be more effec- 
tively presented because of the 
tie-in at the point of sale. Some 
dealers felt that cooperative ad- 
vertising compensated for their 


good will in featuring a product. 

From the point of view of the 
manufacturer, the dealer also felt 
the arrangement was worth while 
In addition to getting him the good 
will of his local outlet, it got him 
more newspaper space and better 
featuring of brand 
newspapers sell preferred 
local dealers for 


pecause 
space to 
lower rates 
Perils Cited 
Against this, the Commission, 
th its long experience in enforc- 
ng the Robinson-Patman Act, said 


that no matte now talr a manu- 


ber 
of 
Industry Corps 
SEA eee ee ee eee 16 
RU NOMI i ee iies ates kisiaaues 17 
DROPCHOGS TO MTOR is ic cae sci icenn as 10 
Copper smelting and refining .......... 13 
Oia SUEY PTD a kk es bk wns 17 
Beet sugar manufacturing ............. 14 
Bolts, nuts, washers and rivets ........ 33 
Lumber and timber products .......... sh 
Textile dyeing and finishing........... 27 
eR) SON ae 5 5 Sidis-e 5g ese be 39 
Tanned, curried and finished leather.... 37 
Airoraft manufacture ...3 05.06.65 06%% 25 
Iroh And StO@l forPings ....... neces cae 32 
LOG ONG SINC BLOGG 05k kee ess 30 
BEATEN MANUTACTUTING «0. i ecw scccaes. 9 
Gray and malleable iron castings....... 217 
, Woolen and worsted manufacturing.... 44 
Clay products (except pottery) ........ 22 
Pen. Giul deck, hee ie as hi 52 
fea iu giashie e Bat 34 
Oe ee 23 
| Lead and zine primary smelting........ 17 
| RE CWO PROGID wc sci ves ees veyes 7 
er WMI, MURS okies bok cb bs wee 19 
ae Ro cl) 56 
Machine tool accessories .............. 29 
BSS CS i re 23 
Pe ee 9 
Machine tools RTL AME Gate 40 
Steam engines and turbines............ 5 
Feassics Mmanuracturing 2:60.56 esses 19 
Re a en are eer 150 
Fertilizer manufacturing .......... 23 
Mining machinery and equipment...... 27 
NMI, Fithian 0/5 a $d kw bea 9 dE 23 
Rayon and allied products ............. 14 
APGUSIAL GHEMICHIS 6 iii ee ices 33 
Cn Re 16 
| Automobile parts and accessories....... 64 
WORUIG MIGCMIMOCTY 24. cccnccccrcacsunees 49 
Special industry machines ............. 98 
Witt TORCUINGS, osc cs esc aa cs eaaes 8 
Elevators, escalators and conveyors.... 22 
Se rere 35 
MEMCHIOMICH) SIOMGIS sei ci cee ees 9 
Date ONG MUK Groducts «i... ewe 122 
Cranes, dredges and road equipment.... 29 
Glass and glassware................. 22 
Petroleum refining ................ .. 40 
Agricultural machinery and tractors. . 20 
Internal combustion engines ......... 13 
Food products machinery .............. 23 
Water softening equipment ........... 19 
Sop co: Sa ea 9 
Electrical machinery and apparatus..... 49 
Asbestos and abrasive products......... 32 
A Ga as Oh SSR) ae a eee 71 
Footwear (except rubber) sold through 
own stores Re ee ee eee co. Be 
Pumps and air compressors............ 20 
Firearms and ammunition ............. 12 
Men’s and boys’ clothing—sold direct to 
1 RES 8 ORO oe ee 3 
Smelting and refining equipment. , 7 
Commercial laundry, dry cleaning, press- 
ing equipment ........ piass ao ee see a 6 
PRORGE WUURIRCIOE 5 cow Riad cide we eee 23 
ROTEL, DOUMMIEE Shea ia pias 8 aca sa ste eee 
Footwear (except rubber) sold to non- 
SIMINUOT GIBCTIDUTONS. 5.24.52 0.0 cana 28 
Refrigerators and air conditioning equip- 
EEL, na 4 pe akhe C reas eee rere a 21 
Rubber products ........ Tore 29 
Paving and roofing materials... , 18 
Mechanical measuring instruments.... 10 
Heating and cooking apparatus....... 39 
WOOL COPPOLS GNA TUBS... ii ccc weue 21 
Paint, varnish and lacquer. 40 
Biscuits and crackers... 7 
Blowers and exhaust fans 10 
Bread and bakery products .... 82 
Office and store machines..... 20 
ge di ot [Nasa eebicnaes ae 
Wallboard, building insulation, floor com- 
WORIGIONE 6 i568 cK kai ed Oe eee ee eee | 
Men’s and boys’ clothing—sold to trade. 21 
Linoleum and hard surface floor covering 10 
Men’s and boys’ clothing—sold through 
own stores IRE RSAAS RES 5 
Cigars oe ; ; 12 
Fruit and vegetable canning 49 
Tobacco products 6 
Malt beverages 4] 
Distilled liquors 14 
Soaps and cooking fats 20 
Cigarets 10 
Cereal preparations 14 
Drugs and medicines 20 
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Advertising and Selling Expens = 


Per Dollar of Net Sales 


For 91 Industry Groups in 1940 


(Source: FTC Corporation Reports) 


Selling 
Num- Adver- Deliv- 
tising ery 
(Per- (Per- 
cent) cent) 
0.06 0.64 
0.08 0.32 
0.15 1.23 
0.16 1.36 
0.17 4.62 
0.21 12.81 
0.21 4.23 
0.21 5.18 
0.22 3.02 
0.24 4.77 
0.24 3.53 
0.26 1.47 
0.26 2.53 
0.28 2.75 
0.28 12.75 
0.30 5.58 
0.32 3.58 
0.33 7.92 
0.33 2.56 
0.33 3.85 
0.36 4.30 
0.39 3.23 
0.40 2.80 
0.40 6.09 
0.46 3.41 
0.52 7.28 
0.58 8.61 
0.61 3.10 
0.64 + 
0.66 4.10 
0.77 8.34 
0.79 4.49 
0.80 6.23 
0.81 8.53 
0.87 8.83 
0.87 2.07 
0.89 6.10 
0.89 6.93 
0.90 3.24 
0.95 5.64 
0.96 9.60 
0.98 35.55 
1.04 7.75 
1.06 8.38 
1.07 8.16 
1.10 12.44 
my te 10.25 
1.25 6.36 
1.25 12.51 
1.33 10.79 
1.33 7.16 
1.50 14.01 
1.55 11.46 
1.57 9.62 
1.58 9.13 
1.59 12.20 
1.59 8.85 
1.60 14.20 
1.61 12.71 
1.68 4.82 
1.70 18.50 
1.72 9.07 
1.84 17.51 
1.94 3.29 
2.00 6.26 
2.00 8.40 
2.02 8.45 
2.07 12.20 
2.08 10.97 
Z1t 13.15 
2.20 12.63 
2.30 Ta 
2.46 13.33 
2.60 23.23 
2.62 9.91 
2.63 24.24 
2.63 26.72 
3.03 6.22 
3.45 13.00 
3.60 6.40 
3.67 8.78 
4.20 20.90 
5.40 7.40 
4.49 6.87 
8.20 10.60 
8.97 15.70 
9.79 10.52 
10.94 5.89 
11.30 4.60 
13.08 5.771 
13.94 13.41 


facturer wished to be in 
allowances as a means of tying 
promotion efforts closer to their 
dealers, there is always the possi- 


granting 
one 
other 


bility both for the dealer and/| crease 
manufacturer, of using allowances Am} 
: bargaining point in trading. | missio 
Dealers, making it the condition 


on which they will buy go 
manutacturer 


agall 


until the allowance 
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SUVIO OWS 


Adi sing Age, October 30, 1944 | a 
i iv -er- | radio rather than “miracle” radio, and the new applications will per-, in the sales promotion end of the) the location of which has not yet 
tec eg bana: renga gel pe the postwar prospect, and to| mit experiment where two or three | transportation business. He re- | been selected. Manager will be 
— ri‘ effort was made to|advance radio as an educational television relays are involved. turned to the Journal-Herald in| Myron Dutton, former producer 
939 that Ro saaitediine nadia. | stessdiche timers 1943. for Biow Company of the NBC 
caer nal pig eo of any |e ’ | ————— “Ginny Simms Show.” Mr. Dut- 
i gives allowances to some | Dayton Journal Names DC&S t Holl ood ton will direct the “Gracie Fields 
“all of his customers, or| Tests Television Relays | Hamilton Ad Manager o Hollyw . | Show,” which starts Nov. 14 on 
ere he gives allowances on a| pnijco Corporation, Philadel-| V. M. Hamilton, national adver-| Doherty, Clifford & Shenfield,| te Diue Network under sponsor- 
re avorable basis to large pur-| hia, has filed ‘application with the|tising salesman of the Dayton|New York, on or about Nov. 1 will|ship of Bristol-Myers Company, 
se the conclusion is unescap- P 


_~ FCC for permission to experiment | Journal-Herald, has been appointed | Pen a branch office in Hollywood, New York, through DC&S. 
ak the Commission cate ti with television relays between| national advertising manager. Mr. | 

that to the extent —, nasa Philadelphia and Washington, D.C. | Hamilton first joined the Journal- | GIBBONS KNOWS CANADA 
erativ advertising 1s effective 1n| Bhilco has operated television re-| Herald in 1930 and since that time | GIBBONS LTD. mencnanoisine 


ift trade from the smaller 
adelphia for the past three years several other Dayton papers, and | TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER 


ADVERTISING » 


shift ay y hil- | has bee the advertising staff of | 
sive. vo the larger one, it enables lays between New York and Phi as been on sing of | 


the latter to grow bigger at the 
ney -e of the smaller dealer.” 


More Distributor Brands? 
The Commission saw coopera- | 
ve advertising as an_ indirect 
+jmulus to distributor-controlled 
rands, and thus in the end, the 


expe 


foe of national advertising. Ac- 
ording to the report, when manu- 
gcturer controlled brands carry- 


ng advertising allowances sell at 
jgher prices than competing arti- 
cles without brands, such distribu- 
tor-controlled brands emerge. 

The Commission cited the expe- 
ence of men’s clothing manufac- 
turers who reported they had 
practically retired from the na- 
tional advertising field because in 
the sharp price competition exist- 
ing in the trade, the advertising 
litures placed them at a 
rrice disadvantage. 

‘In its report, the FTC also re- 
ferred to an unnamed department 
tore which said that it carried 
brand name goods “only when we 
deem it an obligation to carry 
them for the convenience of our 
ustomers.” On most items, the 
tore said, it was willing to pay a 
manufacturer’s production costs 
ind profit, “but declined to pur- 
hase his services,” such as adver- 
tising and sales efforts. 


Copies of Report Available 


The fourth in a series on the 
methods and cost of distributing 
commodities in a normal peace- 
time economy, the advertising re- | 
port follows earlier installments | 
ealing with special commodities. 
Part I, issued nearly a year ago, 
scussed the distribution of food. 
Part II was on building materials, 
umber, paints and varnishes and 
Portland cement; Part IV covered 
petroleum products, automobiles, 
tires, electrical household appli- 
neces and farm machinery. Part 
III, on clothing, is not complete. 
Opies of Parts I, II, IV and a 
immary of the advertising study, 
rt V, may be had by writing | 
the FTC. 


p 
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Mintz Heads Radio Group, 
to Review Ad Guide 


Members of the advertising | 
mmittee of the Radio Manufac- | 
ilrers Association have appointed 
ir Mintz, director of adver- 
nd publicity, Admiral Cor- 
ation, to head a subcommittee | 
udy possible revisions of the} 
radio section of “A Guide for Re- | 
il Advertising and Selling.” The 
andbook is published as a fair 
ra s guide by the National 
‘ssoc.ation of Better Businesss | 


r ‘committee approved addi- 
Uonal plans furthering its current 

Molional program to let the 
‘now of the radio manufac- | 
rine industry’s wartime achieve- | 
lent to emphasize improved 
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EXPERIENCED 
A. ertising Man 
WANTED 


nown, national food manu- 
needs man, experienced 
luction and also possessing 
talent, for its advertising 
nent, 


$5000 to start... Splendid 
unity! 


outlining advertising expe- 
and qualifications. Box 
ADVERTISING AGE, 330 
nd St., New York 18, N. Y. 
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McClure Joins Ayer 


Don McClure, former test engi- 
neer of Consolidated Shipbuilding 
Corporation, Morris Heights, N. Y., 
and previously a free-lance di- 
rector of stage, radio and televi- 
sion productions, has been named 
director of television of N. W. 
Ayer & Son, New York, replacing 
Herbert C. Sanford, now head of 
Ayer’s radio office in Hollywood. 
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FIC Sees Co-op 
Copy Gaining in 
Clothing Field 


Says Many Makes 
Are Foresaking 
National Media 


Washington, Oct. 27.—The FTC 
report on advertising to be re- 
leased here Monday contains 
hitherto unrevealed data on pro- 
motion problems in the blustering 
men and women’s garment trades 
distilled from the, as yet, incom- 
plete clothing section of the Com- 
mission’s “Study of Distribution 
Costs” in a peacetime economy. 

Indicative of the effort that FTC 
has put into this remaining section 
of the report, four parts of which 
have already been released, the 


clothing industry advertising ma- 
terial is the most detailed and 
definite of any of the promotion 
problems and trends with which 
the Commission deals. 

Ranging from a microscopic 
study of the experience of the 
rayon industry with cooperative 
advertising, to the problem of men 
and women’s clothing manufactur- 
ers with national advertising, FTC 
indicates that garment makers, 
perhaps more than any other 
trade, are seeking more satisfac- 
tory sales techniques. 


Withdraw National Advertising 


The Commission found, for in- 
stance, that several men’s suit 
manufacturers have been with- 
drawing from the national adver- 
tising field “‘because, in the sharp 
price competition which normally 
exists in the trade, the expendi- 
tures made, when added to their 
price, place them at a price disad- 
vantage in competition with other 
manufacturers who do not adver- 
tise nationally.” 

In seeking a solution, the FTC 
found that “various manufactur- 
ers had to turn to cooperative ad- 
vertising with retailers as a means 


package 


@ There is a marked similarity 


of service in the aircraft and auto- 


motive fields. There is also an 


understandable similarity in the 


men-responsible-for-service. 


@ Since World War I. automo- 


tive-trained men have been largely 


responsible for both production 


and operation of aircraft. 


@ And for nearly that long —23 


years in fact—automotive men 


have preferred the convenient, 
compact, pocket size of Motor 


Service Magazine. 


@ In the Aviation industry, men-res- 
ponsible-for-service recognize the power 
of the “how-to-do-it” articles packed a 
into the pocket-size Aviation Service 
Advertisers should put this ~— 


Magazine. 
power to work for their aircraft 
ice products. 


Ask for mteresting facts and figures 


about advertising to the Aviation 
ice Industry! 


APPRECIATED BY 


serv- 


Serv- 


‘AVIATION SERVICE MAGAZINE |, 


549 West Washington Boulevard, Chicago 6, Illinois = 


avous” 
wer reas eRe 


4 the Publishers of Motor Service Magazine—leader, 
r 23 years, among automotive service publications 


of applying their dollar where it 
will.do the most good — namely 
the areas where their goods have 
dealer representation.” From its 
data, the Commission concluded 
that in the men’s suit industry, the 
practice of sharing costs of adver- 
tising on a basis up to 50% is gain- 
ing headway. 

The Commission’s figures for 
1940 showed that newspapers got 
47.4% of the $2,572,000 spent by 
the men’s suit industry for promo- 
tion. The remainder was thor- 
oughly split, national magazines 
getting only 9.3%, radio 6.7% and 
outdoor 0.9%. Direct mail re- 
ceived 13.9%; dealer aid material 
9.3%; miscellaneous promotions 
7.5%, and joint advertising, ac- 
cording to the Commission’s own 
figures, only 1.2%. 

Of 13 men’s shirt and collar 
manufacturers, the Commission 
found that few did extensive na- 
tional advertising, but that half 
provided booklets and leaflets for 
dealers. “As in the case of men’s 
suits,” FTC observed, “there seems 
to be developing a situation in 
which volume manufacturers who 
have been large national advertis- 
ers, are turning to cooperative ad- 
vertising with dealers. They do 
this to obtain and retain support 
of their products from dealers who 
might otherwise turn to less well 
known products that cost the 
dealer less and afford him an op- 
portunity of a larger margin per 
sales unit.” 


Dress Field Changing 


National magazines received 
44.9% of the $1,131,617 spent by 
shirt manufacturers in 1940, the 
Commission reported, while 26.7% 
of their money went to letters and 
folders for dealers, and 10.2% to 
joint advertising. Newspapers got 
9.1% of their advertising. They 
reported no radio, and only 0.4% 
for direct mail and 0.2% for out- 
door. Trade journals received 
2.7% of their money, 0.1% more 
than the share they got of men’s 
suit promotion. 

Encouraging to exponents of na- 
tional advertising, perhaps, were 
the Commission’s findings in the 
women’s dress field, where pre- 
viously, because manufacturers 
operated on a contract system, 
little national advertising origi- 
nated. 

Among larger shops, owning 
their own material, and among 
manufacturers and merchants who 
employ contract shops, the Com- 
mission detected a “distinct move- 
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ment” to identify their , ody, 
by brand or trade names aq x 
vertise them directly to © ngyp, 
ers. This trend applies | rtjp,, 
larly to new designs and les of 
women’s and misses’ dr 


formal wear, especially th Wine, 
ing the designer and manu act). 
er’s name, and selling in tho re, 


tively high price class, a: 4 
college women’s dresses an: spoz, 
wear. 


Name Publicity Need«d 


“In the women’s oulcrwey 
trade, styles change rapidly ay 
the result is a short selling seq, 
son for any given creation,’ Pr 
observed. “In many cases the to} 
selling season may not be mo» 
than three or five weeks, includip, 
reorders of garments that prov 
to be great sellers. Even the bey 
selling styles of one season gene. 
ally are replaced with new crez. 
tions in the next ensuing seago; 
The designer does not know be. 
forehand which of his produc 
will be popular. . . To advertis 
each style or design separate] 
would involve prohibitive expens: 
Consequently he _ identifies }; 
product by means of advertisin; 
featuring his name, trademark , 
brand.” 

The Commission noted that par. 
ticularly in the women’s dregs 
field, some designers and cutter 
join with selected retailers to ad 
vertise and display garments, an 
a few supply demonstrators, par. 
ticularly in big cities, where the, 
can select important retail outlet 
which enjoy prestige because the) 
cater to the higher priced trad 
Only recently, FTC challenge 
such an arrangement in a con- 
plaint against Celanese Corpor: 
tion of America, a complaint whic 
may be partially explained in th 
detailed discussion of the rayon in- 
dustry advertising prepared by the 
FTC as part of its advertising 
study. 


Hosiery Makers Active 


In the women’s dress _fiel 
54.9% of a modest $158,127 adver- 
tising budget went to nation: 
magazines, 13.9% to newspape 
and 5.2% to trade journals. Di- 
rect mail and material for dealer 
commanded 15.5% between then 
joint advertising 3.6% and radi 
only 0.1%. 

Women’s hosiery manufacturers 
more brand conscious, spent $651,- 
059 in 1940, the largest share 
it, 22%, going for joint advert 
ing with dealers. Dealer aid me- 
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WORCESTER lays the foundation 
for POST WAR DEVELOPMENT 


The Worcester Committee for Economic Development 
reports on its first year’s action. Worcester’s hundreds 
of smaller businesses will receive after the war from 
this Committee—production accounting and sales engi- v 
neering counsel; help in arranging financial credits; 
assistance in the development of foreign trade. Ss 
Expert personnel to handle this work will be assigned. 
This compact, industrialized Central New England 
area will increase its importance as a big market — f 
a rich market tapped only from the INSIDE, by 
E 


Sales Representatives 


WORCESTER 
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1944 
me which seven are now being broad-; division as general manager and |nomic Administration since 1943, 
he a as Blue Network Plugs cast, are “Baukhage Talking,” and/| general sales manager, respect-| and previous to that with Good- 
ae — Cooperative Programs “Mystery Chef.” | ively. |year Tire & Rubber Company, 
wee ‘i a The Blue Network has sched- a — |Akron, in sales executive posi- 
lee, uled a campaign, costing an esti-| Philco Expands Cochrane Appoints Three 0S, has joined Cochrane as di- 
ea mated $40,000, in 15 business pub-|m.. s - poet anager ar} rector of commercial research. 
for nate , in p Distrib ti St tf Clifford R. Wright, manager of | 
bear. lications as a direct appeal to ution sta contract sales for Charles B. Coch- | 
ctuy. potential local and national spon- Fred D. Ogilby Jr. has been|rane Company, carpet manufac- 
rel. sors in industries not familiar with| appointed general manager and| turer, Bridgeport, Pa., has been For signs of 
1 aly Blue cooperative programs. Copy | Joseph Cohan general sales man-| promoted to merchandise director. the Future 
SPorts describes how a sponsor can avail| ager of the New York branch of| He will be succeeded as contract 
himself of these cooperative shows/Philco Distributors, Inc., whole-| sales manager by John Gallaher, Look to— 
wl to reach a specific market. Geyer, | sale distributor of Philco products. formerly contract manager of 
C Cornell & Newell, New York, is in| Louis R. Schneider and Albert K.| Kaufmann Department Stores, 
rwear charge. Spears will head Philco Distribu-| Pittsburgh. James W. Bampton, by KRA 
> and Typical Blue cooperatives, of | tors’ newly-formed Newark, N. J.,| associated with the Foreign Eco- SIGN CO. Lima, ONIO 
Z Se. 
’ FIC 
Ne Lota] 
Mor 
\Chuding SY MPHONY—Talking over the con- 
» Drove tract for Reichhold Chemicals’ sponsor- 
i ship of the Detroit Symphony Orches- 
gener. tra on Mutual Broadcasting System this 
Crea. fall are left to right: Ray Hall, secre- 
a tary of the Detroit Symphony; Henry 
OW be eae ; 
H. Reichhold, president of the com- 
, duc pany, and P. Wesley Combs, vice- 
; bah. president of Grant Advertising, agency 
tae. newly appointed by Reichhold. 
es hi 
ertisin#M™ terial and direct mail cost an ad- 
lark ( ditional 34.1%, while national 
' magazines got 21.9%; newspapers 
at par. 15.6%; trade journals 2.2%; and 
+ res radio 0.7%. 
cutter Discussing the rayon industry, 
to ad the Commission said that manu- 
its, anc facturers, without exception, found 
'S, Par- that in consumer advertising, they 
re they had to feature finished products 
outlet instead of yarns. When rayon 
se they was reintroduced to the market in 
_ trade the early 30’s, following an unsuc- 
llenge cessful test in the 20’s, the indus- 
A con try made cooperative promotion 
yr por: wrangements with “better class” 
t whic weavers, converters, cutters and 
in the retailers to induce them to display 
yOn in- rayon products. 
by the By 1939, these cooperative 
>rtising#™® arrangements were costing the in- 
justty so much that all major 
re producers except Celanese Cor- 
mat poration agreed to discontinue 
nel them, and to make national copy 
adver-@ institutional in nature. Celanese 
ations ontinued to offer advertising as- 
spapel sistance, under a plan which has 
s. Di now been challenged by FTC 
dealer lawyers. 
then At the time rayon producers 
| rad lecided to discontinue cooperative 
advertising, many members of the 
‘ture! industry felt the various offers 
$651,- had become “bargaining points” 
lare and the means of price discrimina- | 
vertis tion, FTC said, and welcomed the | 
id mH move because they believed it 
— would simplify buying. 
a FTC also reported that in the 
garment trade there is a develop- 
ing trend for trade associations and 
unions to join in campaigns to 
promote the label, along the lines 
of “Made in Paris.” 
Opens New Offices 
Edison General Electric Appli- 
ance Company, Chicago, will es- 
tablish central region sales offices 
and merchandise display rooms 
Dec. 1 in the Merchandise Mart. 
When equipment is available, the 
offices will include displays of all- 
electric kitchens, complete home 
laundries and commercial cooking 
€quipment. L. E. Buxton is district 
manager of the Chicago sales dis- 
trict 
Reich Mfg. Appoints 
J Reich Mfg. Company, Day- 
ton, 0, manufacturer of surface 
U licators, has appointed 
H Advertising Agency, Day- 
| place its advertising. 


Lf IK IT UP in 
( MARKET DATA BOOK! 


Wcop BOSTon, 


CONSUMER MARKETS EDITION 
a 
JSINESS PUBLICATIONS EDITION 
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48 Advertising Age, October 3 gy 
“Ts . * * only 5.7% of their money, while, trade journals had one first, while|chinery. Direct mail was eco, 
Times’ Promotes Admen Media Choices of materials for dealers, also sup-| outdoor and direct mail had none.| promotion choice for mer a 

Chauncey Eanes, advertising plied by 311, cost 13%, or $9,303,-| Magazines were first for meat|and cement, and third for ain, 
manager ef the Times, Chester, 877. packers, canned goods, women’s|and varnishes. Joint ad\ Se 
Pa., has been appointed general 


manager. Donald McKay will be- 
come advertising manager. 


Joins Pedlar & Ryan 

Marguerite Walsh, formerly of 
J. Walter Thompson Company, 
New York, has joined the copy 
section of the radio department of 
Pedlar & Ryan, New York. 


PARDON US 
Some New Customers 
Are Waiting For You 


if your business is in something 
to eat or drink 


about anything. Here’s a market 
that really responds to the “‘invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 


advertising in this live field. Drop 
a letter or post card today to 

Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


. or something to wear, or just 


Manufacturers Are 
Detailed by FIC 


Washington, Oct. 27.—Radio got 
a bigger share than any other me- 
dium of the $71,498,607 spent for 
promotion by 548 firms studied in 
the FTC advertising report to be 
issued here Monday, but the only 
media used by more than half the 
| manufacturers reporting were di- 
|rect mail and materials furnished 
'to dealers. Figures are for 1939. 
Radio’s share of the advertising 
‘totaled 18.3%, yet only 142 of the 
|548 firms bought time on the air. 
| National magazines, with 17.4% of 
|the advertising, were used by 168, 


| way down the line, with only 2.6% 
| of the income, nearly 50% of the 
| firms, 272, used them. Direct mail, 
|used by 311 firms, actually cost 


Outdoor, used by 142 firms, com- 
manded 7.3% of the money; joint 
advertising, offered by 173 manu- 
facturers, took 6.4% of the funds, 
and indoor posters, tried by only 
30, got 0.8%. 

The Commission was impressed 
with the growth of advertising in 
radio, national magazines and 
farm magazines between 1939 and 
1943. From figures obtained from 
Publishers’ Information Bureau; it 
noted that the three media regis- 
tered a 63.6% increase in business 
during the period. 


Magazines Get Votes 


In the Commission study of 548 
manufacturers, though radio re- 
ceived more money than any other 
industry group, national maga- 
zines were selected as the first 
media choice by the largest num- 


third for four. Radio was first for 
only two, and second and third for 
one each. Newspapers had four 
firsts, three seconds and no thirds; 


“Aces” for Postwar Houston! 
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HOUSES | 
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PREFABRICATED 
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dresses, men’s shorts, carpets and 
rugs, farm machinery and tires. 
They were second choice for flour 
and lumber and third for cereals, 
biscuits and crackers, women’s 
hosiery and men's suits. 

Radio was first choice of cereal 
manufacturers, getting 54.9% of a 
$9,300,000 budget. Flour millers 
also gave it the bulk of their ap- 
propriations, 44.6% of a $5,200,- 
000 fund. Radio was second for 
coffee and third for gasoline. 
Newspapers were favorites for bis- 
cuits and crackers, coffee, men’s 
suits, and gasoline and oil; second 
for meats, cereals and women’s 
dresses. 


Lumber Copy in Business Papers 


Trade journals were first for 
lumber, getting 48.3% of that in- 
dustry’s advertising and third for 


the chief interest of women’s hosi- 
ery and cement people; second for 
men’s. shirts, carpets and rugs, 
paints and varnishes and farm ma- 


was second for women’s 
and third for canned food: 
men’s shirts, and tires. 


Simpson to Become 
Director for Poynter 


Irwin A. Simpson, presid 
general manager of Theis & 
son Company, 
sentative, since 1936, wil! 
Nov. 1 to become adverti: 
rector of the Poynter pul 
and radio interests in St. 
burg, Fla. These include 


and the Floridian, weekl: 
paper. 

Theis & Simpson will « 
operations under the direc 
A. W. Howland, who als 
Howland & Howland, Ney 


Simpson in 1928 were with N. 
Ayer & Son and the Richard 


delphia. 


newspaper epr 


Petersburg Times, Station \\T 


Foley Advertising Agency, Phila. 


iP ORE: te + ; ; as P : carpets and rugs. Outdoor had no|publishers representative. \; 
and regular patronage of this 7 bil- | and newspepers, used by 269, had | ber of industry Sour. National first votes, but was second for gas|Simpson’s former affiliatio: "at 
lion dollar market. Get the facts on | 15.2% of the budgets. magazines rated “first” for seven met. Catena ‘ : io f re the formati f Ne 
some of the success stories built by While trade journals ranked| industries, second for two and|and oil. Material for dealers was|fore the formation of Theis 
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® The manufacture and distribution of lumber is one of the 
important basic industries which for years has contributed 
to the growth and prosperity of Houston and the Houston 
area. A war-critical material, lumber will continue to be 
important after the war. 

Other forest products have been—and will continue to be— 
important factors in the industrial development of Houston 
and the Houston area. Champion Paper and Fibre Com- 
pany’s huge mill here is producing paper for such publica- 
tions as Time and Life; and near Houston another huge 
paper mill produces newsprint from East Texas slash pine. 
Paper production will be expanded after the war. Houston 
Ready-Cut House Company, one of the nation’s pioneers in 
the manufacture of prefabricated houses, is planning greatly 
expanded operation after the war. Furniture factories and 
manufacturers of shipping containers constitute two other 
important industries which will continue to be important to 
Houston’s progress. 


But forest products are only a few of the many important 


| WFIL has maintained a con- 

sistent policy of producing 

local programs fitted to meet 

the exacting demands of discerning Philadelphians. WFIL is p 

| vileged to broadcast, among other fine programs, “Cross To 

Quiz,” “This Week in Philadelphia,” “Junior Music Hall,” “Swe 
Land of Liberty.” 

Because they are constantly aware of the need for the develc 

| ment of new radio programs, the WFIL Program Department 

alert to new trends in listening preferences. Almost daily exp: 

| mentation with new program ideas has kept WFIL free fr 


hardening of the kilocycle arteries .. . has tended to make 


permanent industries which assure the continued growth cr . “Philadelphia's Most Progressive Radio Station.” 
and prosperity of Houston, already the South’s largest mar- ‘ - 
ket. ‘_# | 

“~» +e: ¥, 


A BLUE NETWORK 
AFFILIATE 


For over 31 consecutive years first in this market in both ad- 
vertising and circulation, The Houston Chronicle has kept pace 
with Houston’s progress and will continue to do so. 


THE HOUSTON CHRONICLE 


R. W. McCARTHY 
Notional Advertising Manager 


WEIL 


| x 560 KC 


Represented nationally by The Katz Agency 


THE BRANHAM COMPANY 
Notional Representatives 
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Wi liamson Candy 
Program a Leader 


in OWI Promotion 


go, Oct. 27.—What is be- 
to be a record among net- 
,onsored programs for con- 
se) war message effort has been 
rah shed by the Williamson 

Company, whose sponsored 
‘fetwork program, “Famous 
jury Trials,” has devoted more 
n oalf its allotted commercial 
‘me on every broadcast in the| 
ast ‘nree years to the promotion | 
sf ws bond sales and other gov- | 
nmcnt activities, 
Bezinning in the winter of 1942, 

yher. radio was enlisted to help 
nromote war bonds, a portion of | 
the rtime of “Famous Jury 
Tri has been devoted to in-| 
»rv.ews with people who were 
sacrifices to buy bonds. 


Cir is interviewed included | 
taxi drivers, doormen, laborers, | 

ar workers, housewives and| 
pupi Then the producers made 


arrangements to use men returned | 
from fighting fronts to tell the | 
eed for better equipment bought | 
vith more war bonds. 
These interviews included a| 
sailor who had been trapped in| 
the battleship Oklahoma at Pearl | 
Yarbor for 36 hours; a Dutch mer- 
hant seaman who spent 83 days 
nm a raft following a torpedoing; 
: coast guardsman who had swum 
r 15 hours in eee + IEEE | 


Other messages heard on the} 
weékly Tuesday night show have 
been on fat and grease salvage, 
ubber conservation, victory gar- 
jens, Wac, Wave and Spar recruit- 
ng, or Whatever government ac- 
tivity the OWI requested pushing. 
The program was commended 
yvarmly by the OWI for “‘the really 
fine handling of war information 
ppeals.”’ 

Interviews are deftly handled on 
the program by Hugh James, the 
egular announcer for the program 
Williamson sponsors for its Oh 
Henry candy bar. 

Agency for the company is Au- 
rey, Moore & Wallace, Chicago. 


Develop Farm Copy. 
Snyder Counsels AMA 


A research study to determine 
the differences in product needs, | 
luying habits and uses, psycho- 
gical, social and economic differ- 
ences between the farmer and the 
urban dweller was urged at a re- 
ent meeting of the farm market- 
ng group of the New York chap- 
ter, American Marketing Associa- 
tion, by Julian Snyder, vice-presi- 
ent and director of research for 
Erwin, Wasey & Co., New York. 
Pointing out that before the war 
“advertisers were spending only 
ff their appropriations to 
each the rural people—customers 


ctually account for 40% of, 


the retail sales of America,” Mr. 
snyder declared that special farm 
ind the use of farm media 
‘sult in tremendous benefit 


idvertiser. Examples cited | 


) { the motor car field, where 

50 f the county and rural 
f America are still unsur- 

the medical field, where 

rner drugstore exists near 
ne n, thus making the farmer’s 
vile ‘he family druggist,” and the 


od products field. 


WRITER 
WANTED 


| By Established 
Chicago Agency 


man we want may 
w be manager or Asst. 
dv. Mgr. — copywriter in 
advertising, sales pro- 
ation department — or 
jyency. Essential to have 
ad some experience in 
nnection with industrial 
roducts. Our organi- 
ition is aware of this 
ivertisement. Box 5202, 
dvertising Age, 100 E. 
/hio St., Chicago 11, Ill. 


L y 


A. McKim Ltd. Places 


Woolens, Ben-Gay Series 

First advertisement of a series 
on Canada’s Drive for Victory and 
Preparation for Peace has been 
released through A. McKim Ltd.., 
Toronto, for Dominion Woolens & 
Worsteds, Toronto, entitled “The 
Wool Cloth Industry Grew Up 
with Canada.” Subsequent ads 
will emphasize the industry’s abil- 
ity to meet postwar needs. 

The Montreal office of A. Mc- 
Kim Ltd. has also released Ben- 
Gay advertising for Thomas 


Leeming & Co., New York, to Ca- 
nadian dailies. Allan T. Gowe has 
joined the agency at Toronto as 
account executive. 


-KSJB Elects Amoo 


Lloyd Amoo, resident manager 
of Station KSJB, Jamestown, N. D.., 


has been elected vice-president of | 


Jamestown Broadcasting Com- 
pany, operator of the station. 
KSJB recently switched its fre- 
quency from 1400 to 600 kilocycles 
and became a Columbia Broad- 
casting System affiliate. 


‘Kinsey Uses Newspapers 


for Blended Whisky 

Kinsey Distilling Corporation, 
Linfield, Pa., has opened a nation- 
wide newspaper campaign for its 
blended whisky following a recent 
test in Pennsylvania papers to in- 


|form consumers the product is 


again available. 

Scheduled for more than 200 
papers are 400, 600 and 800-line 
ads, captioned “Get it done—then 
take it easy—with Kinsey.” All 
copy features Kinsey as the “un- 
hurried whisky” for “unhurried 


49 


moments.” Agency is J. D. Tar- 
cher & Co., New York. 

William J. Nevin, formerly ad- 
vertising manager of John Lucas 
& Co., Philadelphia paint manu- 
facturer, has been appointed ad- 
vertising manager of the distilling 
corporation. 


Dreytus to Rill 

Charles Dreyfus Jr., formerly 
with Brentano’s, Inc., and Benton 
& Bowles, New York, has joined 
Rill Associates, New York, as ac- 
count and media executive. 


The Pacific Coast, too, 


Pa atc are Oa 


HAS TWO 


_ «CANDIDATES! 


THE PACIFIC COAST has two candidates for radio sales. 


Unlike politics,to get complete coverage you have to elect 


both of them—and you can do it only with Don Lee. 


Let’s take a look at the facts. Half the retail sales on the 


Pacific Coast are made OUTSIDE the counties in which Los 


Angeles, San Francisco, Oakland, Portland and Seattle 


are located—and only Don Lee completely covers this 


OUTSIDE HALF. 


The reason is geographic. Most markets in the dutside 


half are surrounded by mountains,and long-range broad- 


The Nation’ Greatest Regional Network 


casting doesn’t work. What does work (and excellently) is 


plenty of local stations, hitting home with sales messages 


in every one of these mountain-blockaded markets. Don 


Lee has 38 such stations, placed to give intense localized 


coverage. Listenership is so good, the largest coincidental 


telephone survey on the Pacific Coast (Cc. E. HOOPER, 


276,019 calls) gives Don Lee 60 to 100% of the listeners 


in many of these outside markets. 


Don Lee’s record on inside coverage is tops, too. When 


Lowell Thomas recently changed from Network A to Don 


Lee, in 3 weeks he got twice the Hooper he had obtained 


in 13 weeks on Network A. According to the August 15 


Hooper Report, Gabriel Heatter on Don Lee outranks all 


competing network commentators. 


Before you buy radio time on the Pacific Coast, weigh 


the facts. Vote for Don Lee and complete coverage! 


THOMAS S. LEE, President 
LEWIS ALLEN WEISS, Vice-Pres. <= Gen Mer 
5515 MELROSE AVE.,HOLLYWOOD 35,CAlL 


Represented Nationally by John Blair & Co 
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50 
Esso Promotes Bedford | Changes Address 


A. Clarke Bedford, formerly| Scholastic Roto, distributed as a 
vice-president in charge of sales,|rotogravure supplement to high | 
has been elected executive vice-| school newspapers, has moved its 
president of Standard Oil Com-| advertising offices in Chicago from | 
pany of New Jersey. | 333 to 400 N. Michigan Ave. 


“It’s just a little device we invented 
for the home front to make up for the 
success of the last Buffalo Evening 


News* Smokes for Soldiers drive.” 


| 
| 
| 


Ford Plans $150,000,000 
Postwar Expansion Program 


Postwar expenditure by the 
Ford Motor Company of $150,000,- 
000 for expansion of plants and 
the purchase of new tools and 
equipment was announced by Ford 
officials following a recent three- 
day postwar planning conference 


in Detroit. Plans for Ford’s new 
low-price car, to be introduced 
after the war, were previewed at 


the meeting attended by company 
executives and regional managers. 
While no price on the new model 
Ford could be fixed at this time, it 
was indicated that it might be 
20% or 25% below the regular 
Ford model base price. 

J. R. Davis, company sales man- 
ager, queried on specific details of 
the postwar Ford’s construction 
and appearance, said the company 
was not prepared as yet to an- 
nounce them. He added, “How- 
ever, the company wishes to cor- 
rect an impression that the first 
postwar cars merely will be face- 
lifted prewar models. The first 
postwar Ford cars will incorporate 
more changes in them than some 
of the industry’s year-to-year re- 
visions in prewar days.” 

The expansion program includes 
reopening all assembly plants as 


government; the addition of 
least one more assembly plant and 
another manufacturing plant, both 
probably at St. Louis; an addition 
to the Memphis, Tenn., plant; 
depots throughout the country, in- 
cluding one at Denver to 
$500,000, where ground has been 


engineering facilities at the Dear- 
born plant. 


is not part of the picture, it was 
said. 
The Ford Company, it was re- 


ported, believes there will be 40,- 
000,000 car owners atfer the war, 
10,000,000 more than 
before the war. This estimate 


income savings, increases in the 
size of families and the number of 
young persons who are coming of 


years after the war’s end. 
* 2 co 

Warning that the nation’s huge 
“pent-up demand” might become 
frozen by a fear psychology based 
|on the ending of millions of war 
jobs, James J. Newman, vice- 
president of the B. F. Goodrich 
| Company, told the conference of | 


quickly as they are released by the | 
at | 


cost | 


establishment of at least 10 parts | 


purchased; and expansion of the | 


Airplane production | 


there were | 
is | 
based on company studies of war | 


age. The company believes its | 
‘estimated increase in car owner- 
ship may be attained within 10 


} 


| 


| Sales Managers of Ohio Industries, | 


|at Ohio State University, that it 
will take ‘“‘a tremendous sales job, 
the best selling and advertising 
| brains of the nation—yes, and the 
best statesmanship, too—to sell 


| 


that large segment of the nation | 


on a ‘go ahead’ 
‘wait and see’ policy.” 
Citing estimates that to 
tain a healthy economy in the post- 
war period the nation should ab- 
sorb $142,000,000,000 worth of 
goods and services per year, com- 
pared to $97,000,000,000 in 1940, 
the speaker said that the sales 
manager’s role will be more im- 
portant than at any previous stage 
in the country’s history “because 


spirit instead of a| 


HOME DAILY 


‘THE DISPATCH COLUMBUS, OHIO 


| 


main- | 


YUE) / 


How Business. and Industry Are Preparing for a Peacetime Wo dd 


| the sheer size of the merchandise- 


moving job that has to be done, 
and done without delay, makes it | 
apparent that skillful, hard-hitting 
selling will have to be piled on top 
of natural demand if we are to 


come even close to matching our | 


country’s real productive capacity 
with sales.” 
* * Bo 

The wholesaler’s role in the 
postwar era was the subject of a 
recent paper prepared by Albert 
Haring, professor of marketing, 
Indiana University, who said, “The 
wholesaler was an important solu- 
tion to the marketing problems of 
many manufacturers prewar and 
he will be the most advantageots 
distributor for many postwar.” 

Dr. Haring sees the postwar 
market from 20% to 40% larger 
than the prewar market, with both 
chains and independents having to 
expand that amount to supply it. 
The chains may increase their 
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| share of total sales postw: 
| believes, but he points out 
aggressive wholesalers and 
| pendent retailers also have 
| gressive plans which have yn 
| ceived their due credit. 
| Company and brand ,; 
| will have to become simpli 
‘clearer, he feels, declaring, 
new chain developments aci..4)); 
will tend to clarify the my 
situation of prewar days 
some major brands were 9), 
through a variety of distri! ' 
| systems in such a manner t 
| create retail price chaos,” 

Dr. Haring said that new 1U- 
facturers are expected in many 
lines, particularly in appliances 
and that newcomers from the way 
industries, such as Henry Kaiser 
will look for syndicate 


Outlets 
Failing to secure these, he py: me 
out, they will have to tury to 
wholesalers because of the dif}. 
culties of quickly creating a dis. 
tribution system. 
The advantages the wholesale; 
holds, Dr. Haring declares, are jp 


having the retail contacts ere 
many manufacturers could yo; 
keep a sales force in the field: the 
wholesaler knows his _ territory, 


“and speaking of eye-appec! 
reminds you of 


LEE LARSON 
HIGHWAY DISPLAYS...” 


@ Service 


tenance. 


is COMPLETE. 
CLICK to finished 


.from ideas that 
installation and main- 


@ Just name the size, type, quantity. No job too 


big or too small. 


@ We cover the nation. 
@ Long record of successful achievement, serving 
foremost national advertisers, from automobile 


manufacturers to beverage and 


companies. 


insurance 


Why not ask our representative to call on 
you—now! No obligation, of course. 


LEE LARSON & CO. 


ESTABLISHED 1929 


WAUKESHA, WISCONSIN 
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hag ucleus sales force which is ; : 
he “i];.- with the dealers and has Schick Names Elliott, 


lat TR ed «the dealers through the Simmonds as V.P.s 
; irs when manufacturers 


United Drug to Plug 


Annual One-Cent Sale 


Joseph B. Elliott, general sales United Drug Company, Boston, 


'O BB cre ten helpless; is better able | manager of Schick, Inc., Stamford,| will feature its annual one-cent 
= ty lot new dealers, judge their Conn., and L. H. Simmonds, gen-}sale with spot-radio announce- 
nd analyze their credit| eral manager of Schick Service,| ments on 204 stations throughout 


Les i his summary, Dr. Haring | [nc., 


ne Z..> “.e ease for the wholesaler | presidents of those companies. | Preceding the radio promotion was 
to have strengthened since | rr, Elliott, who supervises both|a color page in the Oct. 28 issue 


Wh pp pe 
lly fear] Harbor.” 
ec * * & 


tely 20% 


li. [packed in_ substitute containers, 


have been appointed vice-|the country, beginning Nov. l. 


sales and advertising, has been|of The Saturday Evening Post. 
working on the company’s postwar Featured on the transcriptions 


war employment level ap-| sales plans for electric shavers,| are Bob Benchley, Charles Butter- 
above normal} while Mr. 
vayrolls in the 67 factories| served as coordinator of Schick’s| with Harlow Wilcox as announcer 
¢ tho American Can Company, /| postwar planning. 
dicted recently by D. W. 
<« president. Mr. Figgis bases|so, has been conducting a cam- 
Po a preter Peas - | in beng oe to i 
reater demand for metal contain- | consumers that Schick razor blades | es : 
ag m studies and surveys of|are again available, but that Sitroux Launches Drive 
twar container market. The | Schick electric shavers will not be 
indicate rapid return to 

| cans of many products now | verted from the war work in| paper campaign with weekly 200- 


Simmonds formerly | worth, Cass Daley, and Ray Eberle, 


and Lud Gluskin’s music. N. W. 
Schick, for the past month or| Ayer & Son is the agency. 


Sitroux Company, New York, 
made until the plant is recon-| has launched a three-month news- 


As a matter of fact-- 


which it is currently engaged. Ar-|and 400-line insertions in more 


Tax reliefi—when it comes—will be felt first 
and in no small measure by the families that 
live on Quality Street. Unfrozen salaries 
will release a flood of pent-up desires. Ne- 
cessitous luxuries and luxurious necessities 
again will be bought in great quantities and 
in vast profusion by the country’s First 
Families—the men and women who set the 


by Judge Drumwagon 


nd expanded markets for a num-|thur Kudner, Inc., New York, is| than 30 markets for Sitroux tis- 
er of items, production of which| the agency. sues. Copy illustrates the “soft but 
vas curtailed by wartime restric- husky” qualities of the tissues 


te ions on materials and manufac- . . with a baby carrying a large box 
aT uring equipment. Among these Joins Rickard & Co. of the product. An insert requests 


pace, the fashions, the customs and prac- 
tices that folks generally are always eager 


ere MB. listed vacuum packed coffee,| Jacqueline Corrigan, formerly | patience if tissues are temporarily to emulate and follow. 
not Zk in fiber containers and canned | with Market Research Company of | unavailable. Franklin Bruck Ad- 

- the Bier, He also predicts a greater| America, has joined the staff of|vertising Corporation, New York, * 
tory, olume of canned meats. | Rickard & Co., New York. is the agency. 


Motor cars... airplanes... furniture... 
furnishings... first editions .. . rare pot- 
teries ... new refrigerators... jewelry... 
air conditioning ... motor yachts... gowns 
and frocks and fur-bearing coats . . . the 
list, like the coat-of-arms of the Isle-of- 
Man, revolves in endless motion. 


* 


To the manufacturers and purveyors of this 
horn of plenty is given a sales weapon of 
excalibrious strength—a weapon of power 
and great economy with which—or rather in 
which—they may sing the praises of their 
costly merchandise. 


N. DAKOTA 


S. DAKOTA 


* 


For in the last decade or two the weekly 
newsmagazines—The United States News, 
Time, Business Week and Newsweek — 
have raised their perky heads and moved, 
without let or hindrance, into the well-con- via 
ditioned homes that line both sides of Qual- ms 


Over 200,000 Populations vice ch csc wn uun 


Build a demand for your product in the impor strange for the newsweeklies are merely a 
Bureau of Census : 
Renkia aleiien tant Tri-Cities market, then watch your sales The reflection of a natural change in the read- 
Be Feb, 1944 GROW! For here’s a full-size market with a Farm Machinery ing habits that has taken place among the | 
: |. Chicago tremendous buying force. Retail sales here last Capital men and women who live and move and 
2. St. Louis year totaled more than $114 million . . . buying have their being in the higher brackets. 
3. Twin Cities income more than $262 million!* Excellent Gone indeed are the gilded periodicals that 
[ 4. Milwaukee postwar outlook, too, because 90% of Tri-Cities’ . . . 
5 K Cj : pictured the leisurely life on the great es- 
. Kansas City industrial output is based on much-needed : : 
6. Omaha peacetime products. tates with their formal gardens and pala- 
7. Duluth-Superior tial stables. Gone only because the estates 
8. TRI-CITIES *Sales Management 1944 Survey themselves have gone. And with them the 
9. Peat : 
3 10 wee J 100% of this prosperous market is blan- languid and languorous tempo of the age 
—_ “i keted by popular WHBF of smug. 
° '!. Des Moines ; ; eed: * 
12. Rechaedt h J Nearly 60% of TRI-CITIES is on the 
2. Racine-Kenosha Nlincis side te Sige penal 
inois side . . . fully covered without : ‘ , 
ee, ge ae dette ty. \ Quality Street today is a street of action 
|__ Population W i F? peopled by men and women of action —a 
: | street where the country’s weekly news- 
; | magazines portraying today’s life and ac- 
= -_ ree 7 “' MUTUAL | tion are welcomed—with the postman never 
_MOLINE > DAILY ISP y NETWORK | ringing twice. 
ne 7 re ~ | 
| Judge Drumwagon’s column is sponsored 
Se _and financed by The United States News. — 
NO. 4 
ASIN | 
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_POSITIONS WANTE! 


iw ANT TO SELL.. ° 
for the best large organiz 


Smythe Joins Monk West-Marquis Moves aS 3 
Hayes J. Smythe, free lance West-Marquis, Inc., Los Angeles, The Advertising Market Place 


business writer, has joined the| has moved its offices to Suite 530, The rates for this department are as follows: “Help Wanted,” the most up-and-comin m 

creative staff of Howard H. Monk | Associated Realty building, 510 “Positions Wanted,” “Representatives Wanted,” and “Represen- Ws dng bf the Grapete Arts f 
ssociates ockford, Ill. W. Sixth St. tatives Available,” 50 cents a line, minimum charge $2. Terms Many JCAars Of Gxperience : 

& A ates, Rock cash with order. All other classifications (single insertion rates): Art Director, Merchandi ay 


Advertising Manager. 
| Heavy Production backg, 


% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS Art, Printing, Plate-mak 

MUST BE CLEARED BY THE USES OR OTHER all types of media, in al] 
AUTHORIZED CHANNELS, Advertising. 

I HAD A TASTE OF SELLI\ 


lola — ow nid ' 
Neec a root Salary t 
savs Cooarl | OUR CLIENTS NEED— plus a bonus to strive t 


mr eA 


interested i : issi 7 
MERCHANDISER—Heavy household appliances; must be outstand- shot ‘selling. ater oe =. 
ing. Age imt. 40. Salary $20,000. I WANT TO SELL, SERVIC 
MERCHANDISE E office eqpt. Successful red. Degree prefd. AND SATISFY 
Age Imt. 40. Sal. $7500. Now employed in Print ; 
MERCHAN DISER—Power boats, O.B. Motors, Camp egqpt., canvas Publishing field. 35 oye P 
goods, ete. Successful red. Age Imt. 40. Salary $7500. good appearance and hon: ey 
MERCHANDISER—Radio. M. O. exp. helpful. Salary open. I could feel at home in an hie 
ASST. SALES MGR.—Auto accessory mfr., must be experienced. Art Studio, Printing or 7 
ms Degree preferred. Soon advanced to S.M. Salary $10,000. ing house, or in your bus te 
Neve considered the gi ataPe! MANAGING EDITOR—High caliber. Mo. publication. Sal. open to Will be glad to send detail: 
£ $15,000. mation and retouched ))! 
a wonse tating Confidential treatment. request. 
Me the Souston market Free booklet “How to Match Men and Jobs” sent upon request. Box 5181, ADVERTISING AGE 


100 E. Ohio St., Chicago 1 1 


PERSONNEL CONSULTANTS PRODUCTION & MAKEUP ¥\\ 


years intensive experience j de 


Tou have 
Cemtimed success," TOY Dat wishes for yy 


(Matching Men and Jobs) service with newspaper, ma rit 
LEADING ADVERTISERS FIND 8 South Michigan Ave., Chicago 3 Phone Andover 3129 Saat Weta oe ing 


Available November 15th. N« Y oy 

THAT MORNING PAPER IS uELY WANTED ale aren, Write 
—_— oe Box 5184, ADVERTISING AGE 
FAMILY PAPER IN HOUSTON Adv. Mgrs. $4-$10,000 || . OPPORTUNITY | 330 W. 42nd St., New York 18. N. } 


Sales Promotion Man for West 


HOU p Cosmetics or Chain Drugs Coast Life Insurance Company. The | A Man Who 
WI | a : | , 1 STON § A MAIO Hardware or Machinery man we want first of all can WRITE e ee up the —— Promotion 
2 e advertisin OD 1s se@tl- . .. prepare direct mail, sales pro- or the opening of one of our big 
ven the ady cing Jj COPYWRITERS ...... Bee -$4-$10,000 motion, news releases, edit house-| gest wartime drives 


‘ ‘ Agency or manuf. experience. 4 “aah EAT Oe 
" r¢ P e MARKET BY ANY organ and supervise correspondence te reated the press” publicity tee} 
ing the family as a group, mor ~ PROD. MEN OR WOMEN to $6,000 sales training courses. Life insur-| niques responsible for the great: 


SCRIPT WRITERS ......... ...«.$3-$10,000 


‘ ios Tartieere 2al « ance or selling experience desirable, | editorial support of a single prod 
and more big advertise rs, local and STANDARD LAYOUT tara: | Spee dia $3-$6,000 Write fully, stating age, education,| uct in newspaper history . 
att ‘ ave nada >} . L. BARNARD experience, salary expected. West Has ‘a background of years 06 
national, are he ading UP their ADVERTISING DIRECTOR Coast Life Insurance Company, San| newspaper editorial administratiy, 
. he eo Wi 4 a 4 . . Francisco 5. experience . 
Houston schedules with The Post Che Houston market Castle, Barton & Associates ||) vicnrisine « PUBLISHING Is available to you for promotio 
£ 4 . . 7; x 
: H ; T~ , ¥ or a related job. 
> y mo ing yaper. They ‘ ee 220 S. State Street, Chicago 4 ALL Types of Positions rt repr aaa es 
the only ring: Pat ° includes over a million Placements anywhere in the 330 W. nd Fgh fee ne tage 
‘ e y N. yj 
have found that the Houston Mar- f me LT er ees! | eee a TR aaaanG ABSINTANT ti co 
ket is different. The morning consumers, buying over ACCOUNT EXECUTIVE to join rec- | 209 S. State St. Har. 2063, Chicago | eran 4 years. Pace, C.C.N.Y. Mi 
: - ; - @9 000.006 | | ognized a rt size a nee Agency | ARTIST ‘ |chandising, and selling experien 
P > ia OQ. c slivere $260. A ) worth an- jin a new business development ca - Experienced all around artist to} Capable, ambitious, 
paper is 94.6% door delivered or | pacity. Mus st have Agency experi- | augment our art staff. Capable of| Box 5182, ADVERTISING AGE 
aile . “2 j > »¢% ; ence, excellent references, good con- | handling cons or ¢ “ade paper | 330 W. 42nd St., New York 18, N, \ 
mailed—comes into the home and nually. And demand || tacts and strong sales ability. Give | jute: lettering, Cte page paper | ee oN Es. 
t th family read ¥ |}complete information first letter. | Salary in line with your ability ; TO ONVERSION? Ag nag . 
stays ere, family read. . : Our Executive Staff is familiar with | Jones Frankel C % BE Ohio. Chi sia Tey nO Powe so BO Sear’ 
d 9 d for capital goods is hea — reas 9 tty “eam A a — at ankel Co., 43 E. Ohio, Chi-| new and better things they w 
| will be ke spt in strictest confidence. ag L AROUND “ARTIST” al th Sauna wee i. rt er ‘eon 
r . ; oe a few Di ace > Box 5032, ADVERTISING AGE ce 3985 he : Se ee ee eee Mien essa cree Oly 
Phe trip to work is but a few ke ee for the 100 E. “Ohio St., Chicago i Til | Dertanity for man who can render | today. Geta good advertising mat 
P ; ——e — —_— |}complete layouts. Assist busy art ager! Here’s one, available now 
minutes long in Houston—not of development of fabu- ADVERTISING, PUBLISHING |director of fully recognized New | He's a triple threat veteran—a \ 
: o— SALES AND MERCHANDISING | York Agency. Handling exciting na- | eran of both wars—a veteran of pr 
paper-reading length. And, The P POSITIONS | tional accounts. Starting salary $75.| cision war production—a _vetera 
: lously rich natural re- || FRED MASTERSON Write fully. adster. He carries the punch tl 
Post has always been edited for SINCLAIR-MASTERSON eek ‘a ere AGE . | crashes the gates of attention. H 
' ' ERSONNEL 330 W. 42nd St ew York 18, N. Y. | harnesses Greed, Pride, Shame, Lov: 
“family reading” ——- Houston be 310 S. MICHIGAN, CHICAGO WANTED a top-notch advertising | Hunger and the rest of the fort 
g°. 20 YRS. ADV. EXPERIENCE I 6 
| - 20 YRS. ADV. EXPERIENCE salesman who is familiar with In- | horsemen to an all-out pulling jj 
came the greatest AN AGENCY THAT'S GOING wr pee ae ee eae =e as ct the ee of aga 
T ‘ i a | PLACES WANTS A*COPYW y cedure. Mus lave broad acquaint- ithography, engraving, copy, !|a) 
No other Houston paper carries ; . ° nn . £3 RITER ance among important agency space | out, plans, media, direct mai 
market in the entire rO RIDE ALONG 
1 Dp > : l If you know your stuff as an indus- buyers. This post has brilliant post- | house-organs, dealer helps and 1} 
both U. P. and A. P. news, as well . | trial copyw riter. and can prove it| War future for right man. Send | rest of the tools. He knows whi 
as New York Times and Chicago South through steady | with experience records and tear- | COMP te test MORTISING AGE SGC te earn, wach on  peennias 
S i . Cc sheets, an attractive opportunity is] ,5, > ‘ > eee eee |e oy ae We tnt 
7 . ‘ aura tha . , ‘ 4tta wis Pavel 330 W, 42nd St., New York 18, N. Y.|/t : his own right. Theref« 
Tribune Services. The Post has growth. Ever since ggg pry pt tocciagy indanl aa Eee he gets results, traceable result 
ft ; ae ee a . house-organ copy for internation-|One half days. Interesting oppor- | He invites manufacturers and tra 
one of the strongest sport pages o 1850, it has grown at ally known industrial accounts. You|tunity for experienced all around | @ssociations to write—guaran 
ic +don’t have to be an engineer, but|commercial artist in cheerful adver- | Pleasant surprise. ‘ : 
the country, covers the housewife’s ma eae lan engineering “sense” will help. A|tising dept. of Chicago manufac- Box 5172, ADVERTISING Avr 
‘ least 31.5% and as | discharged veteran of World Warj|turers. _ 100 E. Ohio St., Chicago 11, | 
many interests, and carries 25 pop- | II can find this an immediate solu- Box 5207, ADVERTISING AGE Advertising-Promotion Executive 
: “Ph : : much as 111.4% every tion to his “reconversion”’ problem. __100 E. Ohio | St. Chicago 11, Ill. Broad, practical experience in retai 
ular comics regularly. This whole- ‘ ‘ - Others are certainly not discouraged | Publisher of important, new monthly wholesale and manufacturing I 
: . : : from applying, however. Tell us|trade magazine in Radio and Elec-|tising, sales promotion, catalogu 
family interest 1s the big reason 10 years. your salary objective, of course,|troniecs field is interested in adver-|and direct mail. | sackgrou! 
‘ é - ; along with the usual pertinent in- tising sales representation by an es- |household appliances, fur re 
r > ; } all : ; : 
why The Post's lead in food line- formation. Write tablished sales office in following |hardware, machinery and trade as 
4 eae ty . ‘i ‘ a Box 5166, ADVERTISING AGE cities: Chicago, Boston, Los Angeles. |sociation. Handle copy, layout, 4 
age reached 22.7% this year—-why Get started in this 100 E. Ohio St.. Chicago 11, Ill. | Give full details concerning the size |rect art | w Ork, photography a: 
. “ Oe ee ee RRR ~ | Of sales staff available and enumer-|printing production. refer Cl if 
. P , —_ are 23 ADVERTISING COPYWRITER ate magazines you now represent ,0sition—Now Adv. Mer. wit! 
so many advertisers bulk their market of the future, oe opportunity bala Per ao “Box 6195, ADVERTISING AG On aaa manufacturer. 
ge > a + hy _ wes advertising agency sLUuSs 21320 W. 42nd St... New York 18, N. = Box 5189, ADVERTISING A' 
schedules in The Post. now! ee : on industrial and con-| —SlckpTARY EXTRAORDINARY 100 E. Ohio St., Chicago 11 
& sumer goods copy. Give e xperience ee ee eS ee OK 
: zs é ‘ Busy Advertising executive has | ——— 
|) and salary expected. Write AGE choice spot for accurate. painstak- MISCELLANEOUS 
7 . 
100 E. Ohio St., Chicago 11, III. ing secretary who enjoys lots of |FREE LANCE 


- | work and is capable of assuming re- | ADVERTISING 

ADV ERT ISING PRODUC TION MAN | sponsibility. Dependable post war|Complete advertising prog 
in construction and industrial equip- | future with substantial Chicago firm |/planned, designed, writt: 
ment manufacturer's advertising de- | in interesting business. Conscientous placed. 

partment. This position will rate | ability will receive real appreciation Any Type Service Available 


The Post can do as well for you! a Box 5161, ADVERTISING 


Represented by BURKE, KUIPERS & MAHONEY, Ine. 


as assistant advertising manager if | here. ma oe baie No job too big or too small 
the applicant has the necessary | 30x 5206, ADVERTISING AGE LAYOUTS 
THE HOU T S| ? qualifications and experience. Tech- | 100 E. Ohio St., Chicago 11, 11. COPYWRITING 
nical or engineering bac kgrounda |= a =: a . RADIO CONTINUITY ; 
t helpful but not essential. Located | _ POSITIONS WANTED TRANSCRIBED ANNOT E- 
50 miles from Chicago. Give full de- ART DIRECTOR WITH IDEAS MENTS 
First in the Texas Morning Field in City tails of age, education and expe-|8 yrs. topflight agency experience | Experienced and _ productiv: es 
. vax” , : rience in letter with photo and state | offers fresh slant on national ads, | minded staff on hand for any 
and Suburban Circulation your salary requirements. |posters, package design. $7,500. |tising problem 
Box 5165, ADVERTISING AGE sox 5171, ADVERTISING AGE | SIDNEY-WILLIAMS 
100 KE. Ohio St., Chicago 11, Il. 100 E. Ohio St., Chicago 11, II. 125 W. Federal St., Youngstow 


EADERSHIP IS A RESPONSIBILITY | 


Since October, 1894 (50 years ago) the Schenectady Gazette has accepted the responsi- 
bility of leadership in its market. Time after time it has scored important FIRSTS. Today, 
as in all the intervening period, readers and advertisers alike look to the Gazette to point 
the way in news coverage, in advertising volume, and in the size of its great family of 
readers. 


A FEW OF THE GAZETTE'S FIRSTS 
IN SCHENECTADY SCHENECTADY 


Ist Linotype Machines, Ist Rotary Press, 


Ist Stereotype Plant, Ist Teletype A. P. 
as Service—and consistently FIRST in Circu- wre... 
me lation and Advertising. REY NOLDS-FITZGERALD, INC., National Representatives 
‘ " 
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Field Joins AMC; 
o Use Firm Name 
on Appliances 


Chicago, Oct. 26.— Departing 

traditional policy, Mar- 
Field & Co. will participate 
Associated Merchandis- 
oration in a plan by which 
cago retail store will sell} 
appliances under its own 
ame, it was announced to- 


h tne 


najor 


brand ! 


lay. 
AMC is a purchasing agent for 
, 3 stores, and Marshall Field’s 
is as been associated with it dur- 
ing the past year in development 
f — ign sources of supply and 
he establishment of foreign buy- 
iE sta ffs. 
4% explaining the purpose of the 
ew affiliation, William S. Street, 
an ce-president and general man- 
ing Mcer of Field’s, said: 
se ‘In the practical requirements | 
= {buying private brand major ap- 
\GE lances, large quantities must be 
N.Y fBiaced if the manufacturer is to 
roduce at a low competitive | 


otion rice | 


> he In order to gain the maxi- | 
“Binum in quality and price, Mar- | 
tec hall Field & Co. has chosen to 


nsolidate its buying in this field 


vith the 23 stores of the Associ- 
rs offfted Merchandising Corporation.” | 
Field officials said the _ store} 
uuld continue to handle nation- | 
ly advertised brands as well as | 
1@ makes on which it will place | 
ttown name. The appliances to | 
ive the store’s name include re- | 
rigerators, washing machines, | 
roners, ranges, vacuum cleaners | 
nd dish washers. 


N 
K 


desire 


anners Association 
sues Labeling Folder 


A folder and illustrated recipes 
pply: ng information on the} 
B C of Buying U. S. Grades for 
snned Fruits and Vegetables” | 
been issued by the United | 
tes Inspected Foods Educational 
service, New York. Recipes are 
repared to show uses by grades, 
vith the folder explaining the dif- 
erences in grades of canned fruits 
ind vegetables, as well as what 
fetermines the quality designation 
f each grade. Folders may be 
ecured free of charge from the 
‘ete sociation headquarters, 745 Fifth 
steed ive, New York. 
The organization is a non-profit 
of canners of fruits and 
bles who pack under con-| 
retail |p2uous federal inspection, volun- 
adver: Marily using U. S. grade labels | 
Hogue AA, July 12, ’43). 


up 
= egeta 
“utive 


airfax Appoints Katz, 
aps Frederics Drive 


H. W. Fairfax Advertising 
GE Agency, New York, has appointed 
€rnard Katz, advertising man- 
heer of Hearn’s, New York, for | 
as 10 years, to its executive | 
The 


igency will handle a cam- | 
aign in about 20 women’s maga- | 
hes, beginning in February, to | 
mote Frederics scalp creme and | 
Tederics shampoo, products of E. 
€derics, Inc., New York. 


earst Appoints P&R 
Pedlar & Ryan, New York, has 
( med to handle advertising | 
the Hearst Newspapers account 
a ormer'y held by Arthur Kudner, 
W k. A new campaign has 
eased to newspapers and 
igazines. 


. 
a Sali La 
cect WRI © err 


me 
1 YOUR CONTRACTOR- 
ER CUSTOMER”— 


ACTICAL BUILDER 


; Ehet Van Buren Chicago 5 


Brand Ads Save 
Consumer Money, 
Campaign Says 


New York, Oct. 26.— Jantzen 
swim suits and Kotex are featured 
in the first two of a series of 20 


ads sponsored by Fawcett Publica- | 
'tions and developing the argument 


that brand advertising leads to re- 
duction in the cost of a given item 
and performs other “public serv- 
ices.” 

“Thanks to brand advertising,” 
says the Jantzen copy, “the cost 
to women of entering the water 
publicly—$25 and up for seven 
pieces in 1910— was reduced in 
1918 to an average of $8.50 for a 
Jantzen.” Jantzen prices in 1941, 
the ad continues, were as low as 
$4.95 for suits that “give women 


53 


ing for Home Products Interna- 
tional, subsidiary of American 
Home Products Corporation, New 
York, starting Jan. 1. 


freedom, health and figures un- 
dreamed of in 1914.” 

The Kotex copy asserts that “the 
idea Kotex started is now an ac-| 
cepted part of every woman’s 
life.’ As business volume has 
grown, says the ad, the original 
price of Kotex has dropped from 
65 to 22 cents a box. 

Other products to be featured in | 
the series include Singer sewing 
machines, Frigidaire, Borden’s > 
products, Gillette razor blades,| Mariposa to Lyon 
Hoover vacuum cleaners and Knox Shuler & Benninghoffen, Hamil- 


‘LHJ’ Names Gould 

Maurice S. Gould, sales staff 
member for the past five years in| 
the New York advertising office | 
of Ladies’ Home Journal, has been | 
named publication manager of the | 
magazine in Detroit. Before join- 
|ing the LHJ staff in 1939, Mr. | 
| Gould was manager of the New 
| York office of Maxon, Inc. 


gelatine. Nineteen large dailies | ak M lan- 
and 13 trade and merchandising | fos 2, Meher ee aees been 


ha t Dug L 
magazines are being used. Hill | SS BPRS S. Lees Sie, 


|New York, to handle its advertis- 


a New York, is ee A campaign in trade publi- BURT VN 

. cations is planned. euteaes 

Dock Joins F&S&R iin BROWNE ve 
George Dock Jr., vice-president Dillon Appointed | o. seal 

of Doremus & Co., New York, has Luis G. Dillon, of McCann -| oc. 39 


ce ; : : ADVERTISING 
joined Fuller & Smith & Ross, New | Erickson’s Buenos Aires office, will | 


York, as account executive. | handle Latin American advertis- | 


Around a dinner table in a certain chateau 
somewhere in France, many of the practical 


problems of what 


important pipeline system are being solved. 

Here, at mealtimes, the Military Pipeline 
Group of the U. S. Army discusses construc- 
tion, operation and maintenance of the pipe- 
lines that stretch from Normandy to the 


German border . . . runs its gigantic “oil ing on top of the oil news” that has kept 
business” of getting the goods to the “con- National Petroleum News at the top of many 
sumers” which, in this case, are the vehicles, advertising schedules covering the oil industry. 


tanks and planes of America’s invasion forces. 

As always, National Petroleum News is on 
hand where the oil news is being made... 
represented by Editor-in-chief Warren C. Platt 


THE NEWSMAGAZINE 


MILITARY PIPELINE -GROUP 
HDQTRS., FRANCE—Left to right: 
Capt. Olin H. Crandell, Editor 
Warren C. Platt of NPN, Capf. 
Jas. Allison, Col. J. L. Person, 
Maj. Chas. F. Alley, Maj. Freed- 
man, Capt. Fred J. Thompson. 


at the world battle fronts. Reporting in 
his weekly stories the accomplishments of oil 
men in war, Editor Platt not only provides 
current news, but also reveals some of the 
war-born methods which will aid the industry 
in postwar oil handling, storage and trans- 
portation. 

It is this continuous performance in 


today is the world’s most 


“stay- 


It still holds that the best-read paper is the 
best advertising buy. 

National Petroleum News, 1213 West Third 
Street, Cleveland 13, Ohio. 


FOR OIL MANAGEMENT MEN 
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WAR WORKERS 


The Journal-Courier goes into war 


plants by the thousands daily — 


each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* *& THE & xk 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


SELLING NEW HAVEN'S 


Warns Against 
‘Wild’ Advertising 
in Postwar Years 


Los Angeles, Oct. 24.—A warn- 
| ing against “wild, boom-time, free- 
|for-all profit advertising” in the 
postwar period was sounded at the 
|one-day convention of the South- 
ern California section of the Four 
A’s here Friday. 

Such advertising after peace 
comes, said H. E. Cassidy, vice- 
president of the McCarty Com- 
pany, Los Angeles agency, and 
chairman of the board of gover- 
nors of the Southern California 
Four A’s chapter, would inevitably 
lead to reckless and ruinous com- 
petition. 

Criticism of radio came from 
Craig Davidson, vice-president of 
Compton Advertising, New York, 
who said it had been particularly 
remiss in furnishing accurate data 
on listeners. Pointing out that 
newspapers and magazines long 
have issued audited reports on cir- 
culation, he said that radio claims 
of the number of listeners, to put 


| it mildly, are “fantastic.” 
| High quality television, with re- 
| ceiving sets selling as low as $150, 
| will be ready almost immediately 
|after peace is declared, conferees 
'were told by Klaus Landsberg, 
director of television for Televi- 
| sion Production, Inc., Paramount 
Pictures subsidiary. Decrying 
| criticism of television for its limi- 
'tations, he said it is “completely 
| unlimited” and it is now a ques- 
tion “of how soon you can prepare 
the prospective sponsor to accept 
| television as a medium of adver- 
| tising.” 


Redpath Transfers 


W. Stanley Redpath, sales pro- 
motion manager of Equitable Gas 
Company, Pittsburgh, has joined 
Ketchum, MacLeod & Grove, Pitts- 
burgh, as account executive. 


Spiegel Appoints Lefton 

Spiegel, Inc., Chicago mail order 
house, has appointed Al Paul Lef- 
ton Company as advertising coun- 
sel. Account will be serviced by 
Edwin G. Foreman Jr., vice-presi- 
dent in charge of Lefton’s Chicago 
office. 
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RADIO-ELECTRONIC FIELD 
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RADIO-CRAFT, 25 WEST BROADWAY, NEW YORK 7, N. Y 

SURVEY OF THE RADIO-ELEC- 
booklet 
MERCHANDISING ELECTRONICS AND RADIO.’ 


Kindly send me a copy of your 
TRONIC FIELD" together 


with your 


Name 
Company 


Title 


RADI 


lation. 


CRAFT 


magazines. 


was 


LOOKING AHEAD IN 
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man.” “dealer.” ete. 
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lit }3 : : * a : 
“eau of Circuatio a -ERAB 


O-CRAFT 


THE TECHNICIAN’S FAVORITE 


An unbiased Survey, like a powerful electronic 
microscope, exposes the true elements in their 
most minute detail. That was the function of the 
Survey recently conducted for RADIO-CRAFT. 


Radio and electronic technicians responding were 
broken down by age groups, reading habits, war 
occupations, vocational groups, magazine prefer- 


ences and other categories. The result was a reve- 


It will help you to understand the real definition 


of such loosely used terms as “technician,” “service- 
You will see why RADIO- 


chosen 


above other technical 


A copy of the Survey 


sent on request. Use 
coupon or your own 
7 letterhead. 
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ANA Will Consider 
‘Public Attitudes’ 
at N. Y. Meeting 


New York, Oct. 26.—Opinions 
on business of farmers and the 
public as a whole, the progress of 
educational campaigns, of the im- 
portance of brand names, and 
case-study findings on “how cor- 
porations can use advertising 
techniques in all their human re- 
lationships,” will be considered by 
the Association of National Adver- 
tisers at its annual meeting at the 
Hotel Biltmore; New York, Nov. 
15-17. 

The Nov. 15 sessions, devoted to 
business, elections, etc., will be for 
members only. Sessions the next 
two days will be open to invited 
guests in advertising and publish- 
ing. 

Dr. Claude Robinson, president 
of Opinion Research, Inc., will 
present first findings by his or- 
ganization in an ANA-sponsored 
study of public attitude on busi- 
ness. C. C. Carr, Aluminum Com- 
pany of America, is chairman of 
the association’s public relations 
committee. A. C. Seyfarth, Inter- 
national Harvester Company, will 
be in charge of a panel presenta- 
tion of findings in a study by 
Crossley, Inc., on farmers’ opinions 
of business. McKinsey & Co., 
management consultants, will re- 
port on case studies of 18 compa- 
nies on the use of advertising for 
all company relationships. Tom 
Young, United States Rubber 
Company, is chairman of the spe- 
cial committee for this continuing 
project. 

Representatives of Brand Names 
Research Foundation, Grocery 
Manufacturers of America, and 
Periodical Publishers Association 
will describe the progress of their 
individual programs to educate 


the public on the value of brand | 


names, 


Spier Switches Three 
Russel D. Hamilton, with Frank- 

lin Spier, Inc., New York book 

advertising agency, for 13 years as 


account executive, has been ap-| ——— 
‘Name Klingensmith 


pointed to the Doubleday, Doran 
account. Edward L. Murray has 
been appointed general operating 


nical supervisor of production and 
Robert F. Bolton has joined the 
agency as art director on Double- 
day, Doran. 


Colombi Made V. P. 


Carl A. Colombi, secretary of 
Chef Boy-Ar-Dee Quality Foods, 
Milton, Pa., has been appointed 
executive vice-president and a di- 
rector. 


Advertising Age, October 3: 


|War Patterson, 


|nitely company meetings in Ney 
| York and Chicago 


|}and foremost as 


manager but will continue as tech- | on, Cleveland remnan applicants 


1944 


Blue Adds 33 New 
Nat'l Advertisers 
So Far This Year 


New York, Oct. 26.—During 4, 
first nine months of 1944 the p), 
Network reports the additi: 
new national advertisers, wth ¢, 
result that 92% of all evening ne. 
work optional time and 71° of .y 
daytime network optional 


sold, according to figures compile; 
by the Blue research departmen 

The report reveals that th 
average number of stations pe 


program has increased 37% over, 
year ago, with 41 nighttime cop, 
mercial shows averaging 145 st: 
tions per program in 1944 x 
against 31 shows carried on a» 
average of 106 stations in 194 
There are 33 daytime commerci: 
programs using an average of 16} 
stations per program, a 51% jp. 
crease over 1943 when 17 daytiny 
shows were using an average ¢ 
108 outlets each. 

Total number of sponsored sta 
tion hours, daytime, nighttime anj 
Pacific Coast, in the current mont 
is 8,850 weekly, a 113% increag 
over October, 1943, when the totg 
was 4,162 per week. 


G-E Cancels Meetings 
on Postwar Planning 
On request of Navy Secretar 
Forrestal and Under Secretary 
General Electri 
postponed indefi. 


Company has 


on postwar 
planning. The New York meeting 
was scheduled for Oct. 31-Nov. 4 

In a telegram to Charles E. Wil- 
son, president of G-E, they said 
“We know that you intend to kee; 
the needs of the armed forces first 
long as_ those 
needs continue. We are receiving 
urgent appeals for war supplies on 
an increased scale from the com: 
manders of the fighting force: 
overseas. These demands make } 
plain that production of war ma- 
terials must be increased rathe 
than reduced.” 


Lustrolite - Cleveland Corpora 


laboratory, and Superior Dairy 
Canton, O., have appointed H. M 
Klingensmith Company, Canton, 10 
direct their advertising. 


Seeks FCC Permit 


Yankee Network, Boston, hs 
applied for FCC permission to cOn 
struct a television station in Hart 
ford, where it now owns Stato 
WNBEC. 


—_ 


Bey ond she 


these two states. 


and 


Chicago 1 
35 E. Wacker Drive 
Phone: STAte 7942 


“PROFIT MARKETS” 


There are 26 markets in Indiana and 26 in Michigan out beyon¢ 
the metropolitan cities that constitute the "Profit Markets’ of 


These markets are hungry for new goods and services. .. . Now 
is the time to lay your plans to satisfy that desire. 


To get set for the post-war era you should start now c 
vating these easy-sales markets. 


The best way to do it is through a consistent advertising | 
gram in the member newspapers of the 


INDIANA LEAGUE of HOME DAILIES 
MICHIGAN LEAGUE of HOME DAILIES 


For complete information phone or write 


SCHEERER & CO. 


r 
cities vie YO" 
n 


the 


New York 17 
441 Lexington Ave. 
Phone: MUrray Hill 2-242 
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Contro!, head of the Traffic Audit 
Bureai!, and vice-president of the 


hatter post, he concentrated chiefly 


Hill Publishing Company for many 


jdvertising Age, October 30, 1944 


McClintock and 
Kobak Resign 
Network Posts 


(Continued from Page 1) 
srew out of his work as director 
r the Bureau for Street Traffic 


tational Safety Council. In the 


yn the importance of the automo- 
nile in national advertising. 


Directed Foundation 


In 1939, Mr. McClintock became 
rector of the Advertising Re- 
i search Founda- 
tion, where he 
was in charge 
of “The Na- 
tional Window 
Display Re- 
search” and 
“The Continu- 
ing Study of 
Newspaper 
Reading.” 
Mr. Kobak, 
before turning 
intock to radio, served 
Miller McClintoc pe ggg Bethan 


ears as vice-president in charge 
‘sales. He was named a vice- 
mresident of National Broadcast- | 
ing Company in 1934, leaving two 
ears later to become vice-presi- 


lent of Lord & Thomas, in which 
st he remained until March, | 

940. That same summer Mr. 
Yobak returned to NBC as vice-| 
resident in charge of Blue Net- 
york sales. 

The retiring Blue Network offi- 
ial was named executive vice- 
resident in January, 1942, when 
he network was divorced entirely 
rom NBC, and continued in the 
ame capacity when the company 
vas sold to Edward J. Noble in 
August, 1943. 

In his letter of resignation to 
Ir. Noble, chairman of the board 
nd owner of the Blue Network, | 
Ir. Kobak said, “The things that 

like to do best have to do with | 
lanning and building and I feel | 
hat the foundation and structure 

ive been laid and now it is a 
b of strengthening and improv- 
ng. There isn’t much left for me | 
) do among the things that I 
refer to do, so I feel this is prob- 
bly a good time for me to make 
his move .. .” 

Since September of this year, 
when.Chester LaRoche was named | 
‘ice-president of the board of the 
3lue, and Mark Woods, president 
f the Blue, took over some of Mr. 
‘obak’s duties, the latter has been 
n charge of future developments | 
n television, facsimile and FM. | 
No successors have as yet been | 
lamed to replace either Mr. Mc- | 


lintock or Mr. Kobak. 


ewett to Produce 
rozen Storage Units 
Frozen storage units for domes- | 
use after the war are planned | 
y Jewett Refrigerator Company, 
in sizes for both city 
ents and farm homes. Re-| 
hversion to peacetime production 
Nit zen storage units as the| 
principal product, is | 
Xpe to be completed within | 
X after the war’s end. 
vewe't was a pioneer in the pro- | 
t ff zine-lined wooden re- | 
xf Ss. Before the war it 
nmercial sizes in electric 
tors and frozen storage 


~ WANTED — 


ng Solicitor by one of the 
reign language weeklies in 
r. Man selected will receive 
salary plus commission on 
sold by him and can grow 
vertising Managership with 
overriding on all business. 
fy, man should have local 
ns with department and 
res as well as agency friend- 
Vrite to Box 5197, Advertis- 
330 W. 42nd St., New York 
‘., giving full particulars. 


55 
; " special steel items, pending the re- | assistant to Benjamin Wood, man- | sy- ‘ 

Dairy Co tei Names covery of W. P. Ritenbaugh, who | aging director, : the sales promo- Glix Brand to Glicksman 
Pacific Advertising has been ill. Mr. Musser was for-/tion and grocery merchandising} Glix-Brand Company, New York 
Pacific Coast Advertising Com-|™erly in Heppenstall’s Chicago | division. |manufacturer and distributor of 
pany, San Francisco and Los An- | Office. —__— EK ae gy 3 ieee a — 
eles, has been a inted adver- SS Rg |Brandleigh housecoats, has ap- 
Stas counsel ig Dairy Belle Stewart Joins Western Regina to Kalom | Pointed Glicksman Advertising 
Farms, San Francisco dairy pro- Regina Knit Sportswear Com- | Company, New York, to handle a 
ducers’ cooperative. The coopera- Ralph T. Stewart, formerly of the | pany, Chicago, has placed its ad-| forthcoming campaign in newspa- 


tive has also appointed Lee C. Ed- | retail store production department | vertising with Kalom Company, | Pers, business papers, and general 
wards, formerly district supervisor | Of Sears, Roebuck & Co., Chicago, | Chicago. Women’s fashion maga- | Magazines. 


in the Pacific Northwest for W. K.| has joined Western Advertising zines and national magazines will 
Kellogg Company, as sales mana-| Agency, Chicago, as_ production be used. 
ger. manager. aaa cane IMPRINTING 
= wil ‘Liberty’ Appoints Roos FOLDING 
Musser to Sales Post Rejoins Tea Bureau 1; PP 4 " 
P William Roos, with the New h M EI Ce. 

R. H. Musser has been appoint- Bill Drake Jr., vice-president of | York News for the past nine years, na CeEiwain & 
ed assistant general manager of|Criterion Advertising Company,|has been appointed to Liberty’s A DIRECT MAIL SERVICE 
sales of Heppenstall Company,| New York, has resigned to rejoin | advertising sales staff, to cover the ar 6 Wate ee” 4 
Pittsburgh, maker of forgings and! Tea Bureau, Inc., New York, as! New England territory. ee ee benencnistiatea 
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... and DETROIT leads the nation 


The usual market definition is . . .. people. That’s ers in August, 1944, was $60.32 . . . the number 


part of the picture. But wages ... income... of industrial employees was 758,000 . . . total 
moves merchandise. and that makes the market. overall employment, 1,245,000. 
The U. S. Department of Labor, Yes Detroit is the prime market- 


studying 26 urban areas of over 
250,000 population, finds 
Detroit leads all others in the 
wage index for manufacturing 
occupations. As the Department 
states: “Intercity differences in 
wages play an important part in 
the economic life of the nation. 
They are a vital concern of the 
manufacturer considering ex- 
pansion or relocation of his 
facilities . . .”* 


ing opportunity of the nation, 
today and tomorrow, for with 
the coming of peace, Detroit 
will be called upon to refurnish 


the nation’s highways with 
28,000,000 motor cars. 


In this market of 3,000,000, 
The Free Press is the only 
morning newspaper serving the 
community fifteen hours out of 
the twenty-four—reaching 


370,000 homes. 


*Data from the Monthly Labor 
Review, August, 1944 
U.S. Dept. of Labor 


To further clarify the Detroit 
picture... average weekly wage 
in the area for industrial work- 
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JOHN S. KNIGHT, PUBLISHER S 
STORY, BROOKS & FINLEY, Inc., Notl. Representatives : 


““R DYNAMIC NEWSPAPER IN A DYNAMIC TOWN” 
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oped by military aviation will give 2 
American planes a great postwar American Staris 


competitive advantage. 


Though political philosophers Airfreight, Links 


still talk about a $100 fare to Lon- 
|don, there is no sign of it among 43 N A Cities 

those who are close to the busi- ae 

ness. Edward Warner, vice-chair-| New York, Oct. 25.—Amerig, 
man of the CAB, for instance, talks| Airlines announced last weg, 
in terms of five cents a mile on|in newspaper insertions in jw 
the London to New York hop,|cities of the line inauguration 


56 Advertising Age, October 3). igu 
the Christian Science Monitor has A suit seeking recovery of ap- 

| r Ss = 
Publishing Company, Boston, pub- | half of a group of former stock 


Alley & Richards Named | File $3,000,000 Suit 5c a Mil e Likely 
appointed Alley & Richards Com- | proximately $3,000,000 was filed 
lisher of the Monitor, is placed di- |H0lders of Axton-Fisher Tobacco 


The advertising department of | Against Transamerica * 
s 
pany, Boston, as its agency. Ac- att ; : % p f A F 
count of the Christian Science | at Wilmington, Del., Oct. 20 in be 0S Wal if are 
t |\Company, Louisville, against f 
seaatan |Transamerica Corporation. Axton- or (@an ops 


|Fisher properties were purchased 
|last June by Philip Morris & Co. 


DATA BOOK procedure and market analysis 
Business PLUS the imagination to convert PRODUCTION M. N 
= tacts in oO sp< »-sel] a ro 10 ° . sper 
ee 4 a 2 ‘He Bo. rae onng oh 7 ' 1 Thoroughly experienced in agen se 
* Is CQui orts . - * : ‘ { 
preedars ant rie Wa fu tion. Write in confidence. Our anit 


A leh 


Custom Molded 
PLASTICS WORLD 


is edited to meet the news needs 
of readers with a practical interest 
in the plastics industry. About 
seventy thousand of them peruse 


- domestic carriers are bidding to|. Im fact, Mr. Warner, in predict- Introduced by 
each issue. break in on Pan-American’s mo-| ing five cents a mile to London is AMERICAN AIRLINES /. 
Hs Plans ay anagem i he nopoly on international service. thinking of a refueling stop-over oe 
POST WAR IT W/LL BEA ompany, Rochester, for a “Radio At current hearings of the CAB,|&t Newfoundland or elsewhere. - FOR SHIPPERS LOCATED Iv AWD a 
City” there have now been made eral Ges Mave Shed q| Non-stop, he thinks, it may run ApUACENT TO AMERICAN AIRLINES CTs 
definite, with erection of a build- severa rms ave ile propose to seven or eight cents and then — = i“ 
ing to house stations WHAM-| routes and rate schedules, most of with 20% added pad sleeping oe - 
WHFEM and television studios to|them ranging about $175 for the | 2 ..ommodations. = -— 
CCTM ree =| begin early in the postwar period | New York-London run. The routes | “a. to the volume of trans-| ener * palin 
NEW YORK 17, N.Y. |} and landscaping to start immedi- cover the world, with everyone oceanic air travel Mr Warner | —_ — n. 
a ES | ately. confident that “know how” devel-| cays it depends on many impon- no = 


The plaintiffs charge that the 
amount sought is the difference 
between the true liquidating value 
of their stock and the amount ac- 
tually received when they sold the 
stock in response to a letter sent 


|out by Transamerica in November, 


1932. The transaction allegedly 
violated SEC rules, the stockhold- 
ers claimed. 


Plan New ‘Radio City’ 


Washington, Oct. 26.—Econo-| though he is plugging for three Airfreight, fast new cargo servig 


mists, business men and political 
philosophers are in wide disagree- 
ment about the price, but every- 
one agrees that international air 
travel and freight will be an im- 
portant factor in postwar business 
arrangements. 

How international air transport 
will be organized has yet to be 
decided by the Civil Aeronautics 
Board, where large numbers of 
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PENETRATION 


specialized 
success. 


specialists, whose 


specialists whose 


It does 


and supervisors 
management, 


contemporaries. 


representatives. 


ital Publ 


7} Only ! { 
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institutions is 


tive management. 


so because its 


Brings Results 


In a market as complex as that made up by the 
nation’s hospitals, penetration into the administra- 
tive and technical organizations of these highly 


vital to advertising 


Hospitals are staffed and operated by groups of 


advice is essential to the execu- 
The head of the institution 


cannot be a technical expert on every one of the 
thousands of items which must be purchased. 


authority to sign the order, but also the many ‘ ! “er 
opinions will be sought before | 2nd periodicals. “Undoubtedly, for | ™!ns substantially higher tha 


the order is signed. 


along to department heads and technicians by 


survey, provides the penetration into the market | 
which is so essential to success. 


editorial content is 


as well as for the executive 


You should get our full story from one of our 
He can show you how to capi- 
talize upon an outstanding opportunity to build 
volume sales in a major market. 


Steiylal 
Vana enient 


100 E. OHIO STREET, CHICAGO 11 


cents a mile—$100 for the same 
distance—on domestic lines. 
Heavy fuel loads, expensive in- 
stallations, technical and operating 
problems send the costs up for 
the transatlantic hop, Maury 
Maverick’s protest that it should 
not cost more than a trip to the 
West Coast notwithstanding. 


Sees Much New Traffic 


derables: how many would still 
prefer the social amenities and 
escapism an ocean voyage permits; 
|or how many people value the 
time air will save—how sensitve 
will traffic be to variations in 
rates? How many will want the 
exceptional scenic yantages of air 
travel, or be discouraged by the 
| irregularities caused by weather? 

At equal fares, Mr.-Warner esti- 
mates that perhaps 50% of the 
transatlantic travel of prewar days 
would have been by air. On only 


/one point will he make a. definite | 


prediction about the future: air 
travel will not depend on taking 
passengers away from ocean 
liners; it will stimulate new ‘travel 
which would not otherwise take 
place. 

Not all air business will be in 
passengers, moreover. Inter- 
national air mail and freight will 
eventually play an important role. 
For most items, Mr. Warner feels 
air express will cost too much, but 
he sees great possibilities in it for 
articles valued at $25 or more a 
pound, perishables selling for $2 
/or more a pound, and certain 
clothing items. 


Your advertising, to be fully effective, must) Air express will be particularly mci “token” ga 
. | j ieves articles | Snoes, resses, cosmetics, drug 
reach not only -the top executive who has the | important, he believes, for articles 


| having a substantial “style factor,” 
such as advertising material, films, 
example,” he says, “there would 
| be a market for a substantial num- 
ber of copies of New York news- 


HOSPITAL MANAGEMENT, which is passed | papers in South America at prices 


|as high as 50 cents a copy, if they 
'could be delivered within 48 hours, 


80% of its subscribers, as proved by a recent|to people who would not want 


them at any price if they took two 
weeks to arrive.” 

Normally, air express would run 
22 to 25 cents a ton-mile, he esti- 
|mated, because air lines must 
|allow for unbalanced movement 


designed for the benefit of department managers | of cargo in two directions. Air 


mail rates for international mat- 
ter can be considerably reduced 
after the war, he believes. 


The soundness of this policy is proved by our | Western Resigns Meck 
spectacular gains in circulation and advertising | 


Western Advertising Agency, 


volume—both far in excess of the progress of our | Chicago and Racine, Wis., has re- 


signed the account of John Meck 
Industries, Plymouth, Ind., effec- 
tive Nov. 15. 


NEWSPAPER 
PROMOTION MANAGER 


Metropolitan newspaper is seeking 
experienced working executive to 
direct promotion department. Will 
have entire charge of Advertising, 
Circulation and Editorial promo- 
tion and supervise staff of copy- 
writers, artists and _ statistician. 
Only a man who can CREATE 
sound promotion ideas and expedite 
their production will qualify. Thor 
ough understanding of statistical 


confidence to 


Box 5203, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


linking 43 cities served by Ame. 
ican Airlines in the United Stat« 
Canada and Mexico. 7 

The new service, supplen enti, 


5 


regular air express, offers aj) 


Airfreight 


' 
i 


A New Way for Manufacturers, Dealers, 
Growers and Retailers to Do Business 
and Make Money 


ee 


Foe ompions be Meese Memes ae 


nese AMERICAN AIRLINES . —.. 


\shipments, according to the copy 
jat “rates low enough to make ai 
| shipping of profitable use in every4 
| day business.” The ad stresses th 
|opportunities offered manufactur: 
|ers, dealers, growers and retailer 
| to create new business. 

Because of the small amount o! 
|capacity over and above today 
| war needs, it is pointed out, Ai 
freight is not yet available in vol 
| ume. The line’s first Airfreight 
| took off from LaGuardia Field { 
| Burbank, Cal., Oct. 15 with a carg 
| consisting mainly of war priorit 
|goods. The remaining space wa 


|given over to commercial good 


|}and other items. 
| Although cost of the service r 


| rail shipping (charge for a dresy 
|from New York to Los Angele, 
|for example, is 78 cents, 2s com- 
pared with 13 cents by rai} 

speed factor is expected to von 
| pensate shippers for the addé 
|cost. New service is expected ! 
/hold special appeal for dealers 2 
style goods, newspapers, perishabe 
| foods, film track, baby chicks am 
a long and varied list of items 2 
| which speed is an essential fact 
in merchandising. 

Ruthrauff & Ryan, New York;! 
the agency. 

I. Miller & Sons, New York, re? 
|resented on the first flight wi 
‘latest style women’s shoes, ‘ied 4 
|its advertising with Ajrireig 
|last week in New York and Cal 

fornia dailies. 


Null 


Blue Promotes Cortada 


Judith Cortada, trade news & 
tor for the Blue Network ‘or © 
past two years, and previously 4 
associate editor of ADvERTIS!\G A¢ 
|has been promoted to th Bil 
| promotion division to hanc © pl 
licity for stations. Ralph ‘ 
who recently joined the B! . 
|department, is handling acs 
news currently. 


= : 


ACE COPYWRIT:® 


erv 


alory 


ind 


By established Chicago agency 
big national accounts. Attractiv 
Future for right man. 


tion has seen this advertisemen'! 


Box 5188, ADVERTISING * 
100 E. Ohio St., Chicago 1! “ 
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|, F. WOHLGEMUTH 


nati, O., Oct. 24.—John F. | 
«7,hjcemuth, president of the Na- | 
,) Underwriter Company, Chi- | 
died here 
et. follow- 
ng a heart at- 
tack. The com- 
pany which he 


had neaded | 
since 1939 pub- 
‘ches National 
Underwriter, | 
Life insurance 
Edition, Insur- 
ance Exchange 


Magazine, 
cident and 
Health Review 
and Casualty Insuror. 

Mr. Wohlgemuth, who was as- 
sociated with a Detroit insurance 
agency from 1897 to 1900, came 
nere in the latter year to join what 
‘ now the National Underwriter 
as a reporter. In 1904 he left to 
<udy law at the University of 
Cincinnati, graduating in 1907. 
After spending a year with Travel- 
ers Insurance Company he went 
to Chicago in 1909 as news editor 
of the National Underwriter. 

Mr. Wohlgemuth was elected 
secretary of the publishing com- 
nany in 1917, and in addition was 
named editor of Casualty Insuror 
in 1926. He was elected president 
of the company in January, 1939, 
‘ollowing the death of his brother 
nd founder of the firm, E. Jay 
Wohlgemuth. Another — brother, 
Albert, is president of the Rough 
Notes Company, Indianapolis, also 
yn insurance publishing house. 


LORIN F. SMITH 


Orange, N. J., Oct. 26.—Lorin 
F, Smith, assistant to the president 
of Grey Advertising Agency, New 
York, died of pneumonia in Orange 
Memorial Hospital here this week. 
Formerly with Brunswick-Balke- 
Collender Company and General 
Electric, he had joined Grey April 
|, after nearly five years of war 
service in Washington. While with 
the government, he developed 
recreation plans for the War De- 
partment, and directed prepara- 
tions for the WPB’s container re- 
use program. Burial was in Ar- 
lington National Cemetery. 


JACK G. BROWN 


Boston, Oct. 24.—Jack G. Brown, 

65, editor and publisher of the 
Shoe and Leather Reporter, died 
Sunday at the Pratt Diagnostic 
Institute. For many years Mr. 
Brown was a contributing editor 
m leather and tanning to the 
Encyclopedia Britannica. 


HARRY W. GORDON 
Buenos Aires, Oct. 24.—Harry 


W:. 
y 


Vatson Gordon, 43, managing di- 


J. F. Wohlgemuth 


rector of J. Walter Thompson 
Company here since 1935, died 
Sunday. Mr. Gordon joined the 


gency in 1929 as a copywriter in 
the international department, and 


‘rom 1933 to 1935 was manager of | 


the branch in San Paulo, Brazil. 


Langevin Names Butler 

Butler Advertising, New York, 
as been appointed by Langevin 
0 ny, New York, sound re- 


ment and_ reproduction 
fngineer, to handle a_ publicity 
n gn in trade and export 
tions. 


nes 


WANTED: a good 
LAYOUT MAN 
fora NATIONAL 
TYPOGRAPHIC 
HOUSE... 


t be good at design, make 
comprehensive layouts, 
type taste, know the 

tical side of both type 
ayout. To such an indi- 

il we have a promising 

re. Replies will be kept 

rict confidence. 


Bo. 5208, Advertising Age, Chicago 


‘Burry Biscuit 
Expanding Line, 
‘Names Buchanan 


(Continued from Page 1) 


George W. Burry, president of the 
parent company, will process and 
market a new cleaning and polish- 
ing preparation developed during 
the past year. Lucident will pro- 
duce Claray, a new beauty prod- 
uct; Odekil, new household de- 
odorant, and several Lucident oral 
hygiene products. 

Samuel Lehrer, former execu- 
tive of Lehn & Fink Products Cor- 
poration, New York, has been 
named president of Lucident. 

In addition to an intensive cam- 
paign for the new products, Bu- 
chanan & Co. is also working out 
new campaign plans for the estab- 
lished Burry bakery lines, and for 
several other acquisitions. Within 
the past year, other additions to 
Burry interests have _ included 
Simple Simon Foods, Detroit, 


mixes; Holtzman’s, Inc., Myers- 
town, Pa., one of the country’s 


processor of pie crust and biscuit | 


| appropriations, 


largest pretzel bakers, and L. M. 
Peterson, Brooklyn, specialty bak- 
ery products. 


No announcement 


has been| 


|made yet concerning advertising 


but a spokesman 
said they would “naturally be 
much bigger than any in the past.” 
Tests for the new products will 


scheduled for Jan. 1. 

“Our new lines of household, 
drug and beauty products,” Mr. 
Burry told ADVERTISING AGE, “are | 
the result of intensive research at | 
a laboratory we established in East | 
Orange, N. J., a year ago. Process- 
ing and packaging operations for | 
these lines will be carried out at | 
a recently leased plant at New-| 
ark.” 

Burry maintains a baking plant 
in Chicago in addition to the Eliz- | 
abeth plant. The company re-| 
cently acquired a flour mix plant | 
at Myerstown, from which Simple | 
Simon products—Kasy Biscuit Mix, 
Corn Muffin Mix, Bran Muffin Mix 
and Easy Pie Crust—will be dis- | 
tributed to eastern markets. 

Arthur W. Ramsdell, formerly | 
vice-president of Borden Com-| 
pany’s division of sales and adver- 


tising, now executive vice-presi-| rector. 
dent of Buchanan, will direct the 


Burry advertising program. 


F. W. Plumer Appointed 
F. William Plumer, well-known | 

Chicago art consultant and de- 

signer, has joined Agency Service | 


dent of Plumer, Inc., Chicago. 


Directs Electrical Sales 

H. W. Oliver has been appointed 
vice-president in charge of sales 
lof the Philadelphia division of 
Proctor & Schwartz, electrical ap- 
start soon, with the full campaign | Corporation, Chicago, as art di- pliance manufacturer. 


57 


He was previously presi- 


companies producing mechanical 
Salar 


present activities in reply, to: 


EXCEPTIONAL OPPORTUNITY 


for two young, ambitious advertising men 
who understand industrial distribution. 


SOUND, progressive, medium-sized Chicago advertis- 
ing agency offers to the right men an unusually fine 
connection and a bright post-war future. Experience in 
the advertising, sales or engineerin 
roducts is desirable. 

will be proportionate to abilities and capacity. 
Kindly furnish details on education, experience and 


Box 5174 apvERTISING AGE, 100 FE. Obio St. 


departments of 


Chicago 11, Illinois 


SHAPING SHELLS FASTER... One of the slow- 


ICED TOOLS .. . Having discovered so many 


TINNING PROBLEM TROUNCED .. . 


Engineers, 


est steps in making shells has been forging. 
That’s because it took time to heat the billets. 
Frequently 2 or 3 heats per forging were re- 
quired. MARS now heat the billets electrically 
in a few minutes . . . forge them in seconds. 
Furthermore only one heat is needed. Shops 
are cooler and cleaner, too, because heating 
fires are eliminated. 


benefits in the heat treating of steel, science 
now tries chilling it. With very promising re- 
sults, too! Latest MARs findings show that 
high speed tool steel subjected to sub-zero 
temperatures, along with tempering, stays in 
service up to 200% longer. Refrigeration may 
be used effectively on any hardenable fer- 
rous metal. 


aA 


FAST, ORDERLY TERMINATION of war contracts is the goal of thousands of government agents 
now in training. They'll help to release MARS to go to work on the mountainous orders for 
peacetime goods. MARS will be hungry for new and conversion process and product info: ma- 
tion. Provide that information as it pertains to your product — in METALS and ALLOYS. 


tear their hair over difficulties in tinning cast 
iron. Slippery, hard-to-remove graphite in the 
iron spreads over its surface during machin- 
ing, keeps tin from bonding. MARS originated 
a new cleaning process, however, that oxidizes 
and dissolves surface graphite, leaving an ab- 
solutely clean area. The process is especially 
valuable in tinning bearings. 


METALS 
ALLOYS 


REINHOLD PUBLISHING CORPORATION 


330 W 42nd Street, New York 18, N.Y. 
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advertisers are 
buying space in 
The Atlanta Journal’s 


NEW SUNDAY 
MAGAZINE 


BECAU 


©0000600 2 


1. Immediate reader acceptance assured. 
The new roto edition evolves from the 
present Journal Sunday Magazine, which 
has been published continuously since 1912. 


2. Its first issue, January 7, 1945, inherits 
the readership of the present 32-year-old 
Journal Sunday Magazine—90% of the 
women, 82% of the men (Publication Re- 
search Service, August 6, 1944). 


3. Offers effectiveness of rotogravure re- 
production in four color, spot, duotone or 
monotone. Magazine size, 32-page mini- 
mum; page size, 200 lines x five columns. 


4. Will deliver to ad- 
vertisers the largest 
single package of 
newspaper reading 
families in the entire 
South — The Atlanta 
Journal’s Sunday cir- 
culation is 249,918. 


5. 81.1% family coverage of A. B. C. At- 
lanta; the South’s number one city in retail 
sales. 


6. 54.6% average family coverage of all 
Georgia’s urban places. This urban market 
accounts for more than three-fourths of 
Georgia’s total retail sales. 


Sales representatives for The Journal's new 
roto magazine are The Metropolitan Group 
and Sawyer-Ferguson-Walker Company. 
Ask a representative of either, or write The 
Atlanta Journal, for a sample copy. 
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full ecoployment after the war 


REGISTER VOTE | 


DAC STORY—Ping Ferry, public relations director of the CIO's Political Action 
ommittee, looks over a display of literature representing more than 60,000,000 
pieces distributed on behalf of the reelection of F. D. R. Intended primarily 
9 supplement newspaper and radio advertising, about 200,000 pamphlets, 
5000 posters, half a million postcards, and 6,000,000 each of several leaflets, 
tn addition to reprints, song sheets, etc., have been distributed by hand and 
direct mail to all sections of the country. About 75°% of the distribution went 
to members of industrial organizations. 


Pr es gee roe 


-. 


HOLD RETAIL PROMOTION CLASSES—Bert M. Sarazen, right, director of 
publicity and sales promotion, The Hecht Co., is being congratulated following 
the opening lecture of the Washington, D. C., Adclub's school of retail pro- 
motion. Left to right are: Father Eugene Gallagher, dean of the College of 
Arts and Sciences, Georgetown University; Frank Gatewood, advertising man- 
ager, the Times-Herald; Henry Voss, Lansburgh & Bro.; Matt Meyer, the 
Washington Daily News; Dean Elmer Louis Kayser, George Washington Uni- 
versity, and Mr. Sarazen. 


Mankin 


MODELS OF LOVELINES 


eh ‘ 


Sa ee ee 


~UE CAMPAIGN—While most hosiery advertisers take full advantage 

' the usual properties for display of their wares, B-Z-B Knitting Co., 

lll., doesn't give a girl a leg to stand on but puts glamor into its 

Manikin hosiery with photos of popular New York models—provid- 

Models of Loveliness'’ theme. Howard H. Monk & Associates, 
Rockford, is the agency. 


PHOTO- 
GRAPHIC 
REVIEW 
OF THE 


DISTINCTION—Making the Christmas 
full-color photograph for the series of 
Lord Calvert whisky magazine ads, 
showing nameless’ distinguished men 
with highball in hand, Valentino Sarra 
adjusts his camera while Wesley Love- 
man, art director of Geyer, Cornell & 
Newell, New York, looks on. GC&N 
is agency for Lord Calvert. 


BEST-IN-INDUSTRY — Weston Smith, 
right, director of Financial World's an- 
nual survey of company reports, pre- 
sents a certificate for the best 1943 
annual report of the radio industry to 
Stanley H. Manson, manager of public 
relations, Stromberg-Carlson Co., 
Rochester, N. Y. 


Seer sAgeror 
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BACKS PACIFIC WAR—This car card, which highlights 


National Association of Transportation 


Advertisinc, Nev 


GREETINGS TO YANKS—Shown here is one of the four posters erected along 
famous Paris streets within a month of "Liberation Day" by Hart Schaffner & 
Marx, Chicago clothing manufacturer. (Story on Page 18.) 


. 
‘ 


WICKIE WON'T—Thayer Ridgway, vice-president of Lennen & Mitchell, New 
York, tries to persuade "“Wickie,"" pedigreed cocker spaniel, to assume the 
same pose as shown in Calvert Distillers Corp.'s current car card, one of series 
appearing in 37 cities. The campaign is also running in magazines and news- 
papers. Looking on is Ed Guttenberg, Calvert advertising manager. 


oad 4 
saad 


AT 'TOWN MEETING'—Among those present at a reception for "America's 

Town Meeting of the Air,’ sponsored by Reader's Digest, which originated 

from Chicago Oct. 12 were, left to right: George V. Denny Jr., moderator: 

E. R. Borroff, vice-president, Blue Network's central division; Mrs. Denny, pro- 

duction assistant of the program, and Merritt R. Schoenfeld, assistant general 
manager of the Blue's central division. 
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the struggle in the Pacific area, is being distributed by the 
York, for advertising sponsorship during the 6th War Loan drive. 
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@ If you are laboring under the impression that the 
war has shifted the balance of our buying power, take 
another look at the picture above. The seesaw of our 
economy is still weighted in favor of the big boy on 
the left, your old stand-buy, the great American middle 
class. Instead of teetering and tottering, as some of us 
have been prone to suppose, America’s middle mil- 
lions are still making 60 per cent of the nation’s pur- 
chases, after savings and taxes, according to the latest 


available figures. 
“Interesting and instructive.”* 


This unfluctuating fact should whet your interest in 
The American Magazine, because The Americat 
is edited for these middle millions . . . by a method 
geared to the findings of our continuing studies of 
reader reaction ... studies which dictate the unique 
balance we maintain between fine fiction and author! 


tative articles. 


“The American has better reading.” 


Wy America’s middle millions are your best 
(4 customers. Your best customers read 
The American Magazine. There/ore: 
your happy medium to America’s mid- 
dle millions is The American Maga/ine: 


*Quotations from our continuing studic 


reader reaction and letters to our edi 
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